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Rough Proofs 


Phil Good proves it by starring on 
the track for Bowdoin. When he 
graduates he ought to do well for 
some of the vim and vigor adver- 
tisers. 

> FF = 
Theatrical ad in The New Yorker: 

THE BISHOP MISBEHAVES 

with Jane Wyatt 

You can hardly blame him, 

vgy¥sey? 

Chesterfield’s latest newspaper ad- 
vertisement shows an illustration but 
no text, much to the chagrin of the 
copy-writers’ union. It’s restraint 
carried to its ultimate conclusion. 


7. = V 
The silent Chesterfield ad shows 
a picture of a glamorous gal smil- 
ingly reaching for a Chesterfield in- 
stead of a Lucky. If she’s only doing 
a Mona Lisa, it’s a punk ad. 


7 we 
Pepsodent is now making a “pro- 
fessional” tooth-powder. Under those 
conditions, even Dr. Lyons might be 
persuaded to try it. 


a ee 

According to ADVERTISING AGE, the 
Chicago Business Papers Association 
will celebrate its fiftieth anniversary 
with a silver jubilee. Have anni- 
versaries gone off the gold standard 
too? 

v - = 

Kellogg introduced a new product 
in each major depression. It was 
like Ivory soap in two ways—it was 
advertised and it floated. 


7» 

A golfing publication issued a book- 
let addressed to the vice-president in 
charge of the who-gives-a-damn de- 
partment. He is the executive with 
the largest waste-basket in the office. 


7 Ff 

Round-table discussions will be 
featured at the A. F. A. convention 
in Chicago this week. If the discus- 
sions bore you, you can pick out your 
own round table somewhere else. 

vy¥$eeg’ 

A lot of people who were indignant 
because of the regimentation of in- 
dustry under the NRA are now weep- 
ing on your shoulder over the possi- 
bility of a cut-price orgy. Make them 
furnish their own handkerchiefs. 

vv¥$eesg? 

“Watch your secretary’s face light 
up when she hears Nuphonic repro- 
duction for the first time!” exclaims 
Dictaphone. 

There’ll be no doubt about it if 
Nuphonic reproduction says, “You 
get a raise this week.” 


? ? F 
Coca-Cola is the only advertiser 
who seems to be able to please more 
of the people most of the time. 
a” 3 
One reason for Coca-Cola’s rising 
sales curve is that a lot of folks who 
are buying the stock must be drink- 
ing their way to prosperity. 


>. VF F 
McCall’s shows a beautiful lady 
modeling underwear and displaying 
a frying pan. Constant Reader says 
he would take her even if she were 
brandishing a rolling-pin. 


+ FF 2 

Max Baer, the well-known radio 
artist, is getting ready to do a little 
boxing on the side. A _ hard-boiled 
amateur who doesn’t know a mike 
from a pikestaff may decide to take 
over his job. 

Copy Cus. 


RADIO PONDERS 
RESPONSIBILITY 
IN NEWSCASTING 


Majority Favor Censorship of 
Sponsored News 


New York, June 6.— Advertisers 
interested in sponsoring news broad- 
casts must wait three or four weeks 
to obtain accurate information as to 
the number of stations which will be 
available in the immediate future, as 
well as the types of programs which 
will be acceptable. 

Network-owned stations of the Co- 
{umbia Broadcasting System and the 
National Broadcasting Company, 21 
in all, are considering adding news 
services which can be sponsored. It 
is thought probable that most or all 
of these stations will do so, and that 
their example will be followed by 
chain-managed and affiliated stations 
which are not now offering such 
newscasts. There are 187 outlets on 
the two systems and most of them 
are already broadcasting sponsored 
news. 

If this group of stations opens its 
channels to sponsored newscasts, ad- 
vertisers desiring coverage for news 
programs need only consider the poli- 
cies of the approximately 130 news- 
paper-owned or affiliated stations, the 
remainder of the country’s 600 sta- 
tions of importance being free to act 
independently of newspaper competi- 
tion. 


Opinion Is Divided 


This group has always been scat- 
tered betwen two extremes with re- 
spect to policies on news broadcast- 
ing, and it may be said to include 
the stations which have taken the 
lead in developing both sustaining 
and sponsored newscasts. There has 
been a marked tendency for several 
months in this group to add spon- 
sored news programs. 

Six radio directors of leading agen- 
cies predicted today that approxi- 
mately 95 per cent of all statious 
would be available for sponsored 
newscasts within 30 days, but none 
would hazard an opinion as to the 
types of programs which would be 
acceptable to groups of stations large 
enough to afford national coverage. 

One of the two largest combina- 
tions of stations plans to offer no 
ready-made news programs but will 
accept those supplied by advertisers 
which meet general program restric- 
tions. This point has not been de- 
cided by the other large combira- 
tion, but an officer said he was using 
the fact that stations and advertisers 
might get into trouble in permitting 
advertisers to create news programs 
as one argument in opposing all 
newscasting. 


Premature Development? 


“The development is premature at 
this time,” this executive said. “It 
should be preceded by successful self- 
regulation of advertising copy, which 
would indicate that advertisers have 
developed a feeling of responsibility 
which would prevent them from en- 
tering into competition to feature 
sensational news, or sensationally- 
treated news, as they now compete 
in creating sensational advertising 
claims.” 

John Shepard, head of the Yankee 
Network, whose stations have pio- 

(Continued on Page 39, Col. 1) 


TELLS ENTIRE STORY 


This illustration, 6!/, by 10 inches, 
centered in five-column by 1!68- 
line newspaper space was all there 
was to Chesterfield copy this 
week, except for a copyright line 
in agate type. (Story on Page 4.) 


MILLION HOMES 
SAMPLED WITH 


WONDER BREAD 


Chicago, June 6.—Undeterred by 
the unfortunate experience of an 
Eastern bread company some years 
ago, Continental Baking Company 
has launched a sampling campaign in 
Chicago in behalf of its new “Slo- 
Baked” Wonder Bread. The previous 
effort is said to have been a failure 
because of inadequate packaging, 
plus unfavorable weather conditions. 

Only one other instance of sam- 
pling of a perishable product is on 
record, a Philadelphia sausage 
maker having distributed tid-bits to 
the housewives of that city a few 
years back. 

Continental has developed a new 

(Continued on Page 40, Col. 1) 


Chicago Is Center of 
Advertising World as 
Federation Convenes 


Departmentals and General Sessions to Get 


Under Way Today 


(A condensed time table for the en- 
tire convention will be found on Page 
40 of this issue. A detailed program 
for all sessions appears on Page 6.) 


Chicago, June 7.—The advertising 
spotlight will swing to Chicago Mon- 
day morning and remain fixed for 
three days as the Advertising Fed- 
eration of America meets for its 31st 
annual convention at the Palmer 
House. The convention, one of the 
most significant in the history of 
the representative organization, will 
yield to no other in the high quality 
of the program, either from the busi- 
ness or social side. 

The A. F. A., speaking for all 
branches of advertising, is expected 
to formulate a policy to be followed 
by the entire profession. Attacks on 
advertising from semi-official quar- 
ters, among others, have created 
problems which have no counterpart 
in past history. Whether advertis- 
ing shall clean up voluntarily or be 
cleaned up by legislation seems to be 
one of the problems demanding im- 
mediate disposition. 


Plenty of Entertainment 


In spite of the troublous questions 
which the convention must answer, 
an air of gaiety hangs over the 
Palmer House and the quarters of the 
Chicago Federated Advertising Club, 
which is host to the A. F. A. for the 
first time in many years. The men— 
and women—who have helped com- 
plete arrangements for the entertain- 
ment and instruction of the Federa- 
tion feel that they have done a good 
job and that they have lived up to 
the spirit expressed in the municipal 
slogan: “I Will.” 

The entertainment will begin Sun- 
day at 4 p. m., when the Women’s 
Advertising Club of Chicago will ten- 
der an informal tea to feminine vis- 


Last Minute News Flashes 


Pierce-Arrow Names New Agency 


Buffalo, N. Y., June 7.—The Pierce-Arrow Motor Corporation has 
announced the appointment of Baldwin & Strachan, Inc., Buffalo, to handle 


its advertising. 


Ruthrauff & Ryan to Handle Velure Advertising 

Chicago, June 7.—Ruthrauff & Ryan, Inc., New York, has been appointed 
to handle advertising of Velure, new hand lotion introduced in a limited 
territory last year by Bauer & Black, A. E. Tatham, advertising manager, 


has announced. 


The advertising of all other Bauer & Black products will continue 
to be handled by Needham, Louis & Brorby, Chicago, who have served 
Bauer & Black for the past two and one-half years. 


R. O. Eastman Joins Marschalk & Pratt 


New York, June 7.—Roy O: Eastman, formerly head of R. O. Eastman 
& Co., market counsel and research organization, has joined Marschalk & 


Pratt, Inc., as director of marketing. 


The business of R. O. Eastman & Co. has been discontinued. 


Hinds to Kenyon & Eckhardt 


New York, June 7.—Lehn & Fink, Inc., has appointed Kenyon & Eck- 
hardt, Inec., to direct the advertising of Hinds Honey & Almond Cream, 


effective immediately. 


Advertising of Dorothy Gray cosmetics, which 


Kenyon & Eckhardt have handled for the past three years, will continue 


to be handled by the agency. 


itors. An hour later, open house will 
be held at the quarters of the Chi- 
cago Federated Advertising Club in 
the Hotel La Salle. The club is 
proud of its new home and wants 
visiting advertising men to see it, 
while increasing their number of 
friends and acquaintances. 

At 8:30, the scene will shift to the 
grand ball room of the Palmer House 
where the Mutual Broadcasting Sys- 
tem will present some of its stars. 


Albert D. Lasker, president, Lord 

& Thomas, who will deliver one of 

his infrequent public addresses at 

the opening A. F. A. session 
Monday noon. 


Francis X. Bushman of movie fame, 
and the versatile -Bob Elson, of 
WGN, Chicago outlet for the Mutual, 
will act as masters of ceremony. 

The St. Louis delegation, which is 
descending on Chicago in a body, 
plans to steal a march by holding a 
preliminary party of its own at the 
Terrace Garden tomorrow night. 

The painless banquet of the Fed- 
eration will be held at 7:30 Monday 
night, with only Joe Cook, guest 
speaker, doing any great amount of 
talking. Edgar Kobak, vice-president, 
National Broadcasting Company and 
chairman of the board, A. F. A., will 
act as toastmaster. Three outstand- 
ing radio acts, presented through the 
courtesy of NBC, will follow Mr. 
Cook’s “address.” 

Ladies attending the convention 
will be guests of Marshall Field & 
Co. at a tea and fashion show Tues- 
day afternoon. A cabaret party will 


Directory of Features 


CORONER. 5s hb.550 555% oa 10 
Farm Paper Lineage ...... 28 
Getting Personal .......... 34 


Information for Advertisers. 10 
Magazine Lineage Figures. .26 


Photographic Review of the 
WER Goon bake age “TC bee A3 

Radio Programs of _ the 
a fo pe ea eee 20 

ROUGH POG os. cicscc cca 1 


Voice of the Advertiser. ...10 


55 nies ’ : + \ ae, A = nr Sie os ¥ a9 : Pe a eaeathe 
“ e pan 
3 rr. 
aoe ah 
a ae 
a ae 
as rig 
* ed | ay 
<e a A 
‘ ts 
Cea B Deen ————————— EE —————————————————————————— R 
eee 4 
i it 
> 
Sees | . ; 
eS | ee 
ae. — . : ens 
: ye re i Bree. & hee 
a aa + ee np te rable 
ats (9 : a elie j ’ 6 fs reer ree ; ise 
ae oe hue ” eee ~, of agi 
haya Bei cs P eat Be a4 et 
Lae teaes io. el enc me ees ae 
aoe i SIRE ea mE * a 
els a Tuan eee © ) a fe iy He ee : ee 
ae eden tA 2 AS ee | = 
et Get: Lit er . » ae 
fe Sas a a . ee , Vg 
eee ; 4 Feet bet” a4 | ee 
Seen st Fa 4 ; Ser) Me) : ai 
pea eo Right — — “4 a 
igi = "Ay Se vi ih 
ve: : ihe + : t ‘ es. 4 ee 
feo | % “$ ar. 8. 4 ee pee | 
: | ati ees - q oe 
ee eth . > i 2s ne 
eee re . ite: ; peat 
ape: eiucee 4 a ig i 
ae oie ee on 7 ee : 
Aaa j S _ ie ae 
"4 me OF a . 
tae es uae a! a ee 
a a. Y 4 : 7 é j a 
eee ty aes & y PLS ‘ 
Pte ty, apa ‘ -_ ; wi 4? | 3 
ee ek abe & res * oa eat a Se awe 
ae, cao —— ces eras \ F = nee 
gee eas ee if . Py. > aps 
ame a “ : ; Gr ee er Pies 
edb Ss Baas 4 “aR cr te. eS | * i 
Et in i iar, wt » \5 ~ Fy ia re 
Bane : Se AF 3 : — 
Sa! - es Be »Y 4 ay it , nes 
sae Ca ae ,& § cae 
Pee wee a we Bs > ep : rae 
Gores ad 3 Ly ' he fi 8) ¢ 
eons a ick * Q Nees * TEA asi 
ee BS | e. as = eye ® Pi 
inka ay oe Ce 2 ‘A P . “sy ” “ 
Pe fae ee N\ . ao 2 ve 
Ror athe . > We Zane oe 
rag So NCR Sauer: ie a 
atts A a ee 
AT ia 7 
ae wy 5 “ers 
i ee (pi 
Sas r ‘ : 
¢ a. | 
m 4 Me .o ” ee ii : % | 
4 
Rar a 
ARES oe 2S See eer Ae 
Die A rt a em Pi ee Be me 
gp a eb eT ee ag he 7 
. aii me a wee Seat ar ee, ieee FEROS ah ; ae 
edule) ee Tee er F : age 
ol Ae be > ia z 
A oe e: . A 
wees’ c . ‘; <0 a q Pr ee 7 ag 
pois | ie alae) | se ae j fh 
ert: ae CC as pee a . hl Es ae 
on a, | en eat » > « 4 =e get Testes . 
ee. | eal pes 3 
hg fer eerie cg 6 ie at ih RR Je | <2 
5 aera Se Bren ee CE PN : ioe 
7 eo ae Rr eles - 
pull ea hos 2 One mire Sestinss Aly = 
Aa the my a ae eo 
vee TNH: 8: 
ees Wey ta ean | 
ni aC > MRR ROS ena 
ieee Rees! os ee . 
ane 3 pale ae eam B et ae oie 
Piero me Sh Aes de: bi acl a Ber eer Se 
tee: he ae ae Ui aes 2 coe). ae ee cS ee a 
ie S80) haa FoR epee bee 
gee aes | oy ee a) gh ae as ro Soe Er i he 
were , Pee OE. 2 hag 2 a 0 ne 
: me ene a MG 
phd i es ‘ie eee 
et Se } " ia aes, i 
ey a | i ON ee as 
& = bie ae: ( % Ua ete E A is Y 
eis als, | te eae , aoe oe 
eo s aia ) ee pee 
: oe 
Gee 
is ee 
Ba AS —" Ps i 
PES, a ’ 
° 
a Ca, 
a _ — — Sa 
a ee aay 
i aa 
Sarin: rene Bis: 
mayen. “Ed act 
nce a he N ’ 
Bo eal aw 
: | eee 
Phos: } | See 
a, os 
ere as ee 
heey Mah a 
Tar eee 
: ee = 
aes 
oe 
| ee 
aa | ee 
| 
_ 
ee ; 
| ao 
ae | =| | 
: : 
7 .. f . S a t Z y : 4 7 a ¥ + 952 ’ 2 vito i ate ? a . ft: a 
oe Sis os a ane ree AM SDS Ay mit 2 a) GRE epee eR sl ee! Sconces kt (aR yc a en hoes Te mei egete A SOT Py oy ae Avie || Bae ile Pcie ye ih es Lan Ee 
a Ge ee en Sees pea Pg ho ee ee hee eae ae MS Moher Ss 4 Sata Ber as irae ee ee re en, el taal Scheie 
SRS es cl Ne Sac Sa cg ee Wee IRE SC sl a eS eh Oe pe liars uc voy Yau old pede get ese RS, ee a SE ee. pein 1 GREE ROESE 5 Top cteeg ae 
eee ee ee egiet) te ee J pa! tr Bis Fer = i oe i ge re ea - ae t: 4 ee s at wh ae ke x ail = ee be Ta ae aged o Reco 8 ities = er al Ce eee oe oe ny ce aN 


2 


ADVERTISING AGE 


June 10, 1935 


be held in the grand ball room of the 
Palmer House Tuesday evening and 
will be followed by dancing. Colum- 
bia Broadcasting Company will pro- 
vide the entertainment. 

Even the golf fiends will have a 
chance to do their stuff, Wednesday 
afternoon having been set aside for 


that diversion. Members will be 
guests at Olympia Fields Country 
Club, with their badges as their ad- 


mission tickets. 

On the more serious side, depart- 
mental meetings will be held Monday 
morning, followed by the luncheon 
which marks the opening of the gen- 
eral meeting. Chester H. Lang, Gen- 
eral Electric Company, and president 
of the A. F. A., will act as chairman, 
turning the gavel over to G. Ray 
Schaeffer, advertising manager, Mar- 
shall Field & Co., Chicago. 

The convention will be formally 
welcomed to Chicago by Mayor Ed- 
ward J. Kelly; Richard J. Thain, of 
Carson, Pirie, Scott & Co., and presi- 
dent of the Chicago Federated Ad- 
vertising Club, and Mercedes Hurst, 
Commonwealth Edison Company, 
president, Women’s Advertising Club. 

Mr. Schaeffer will introduce this 
galaxy of talent: Chester H. Lang, 
Albert D. Lasker, president of Lord 
& Thomas; Mrs. Anna Steese Rich- 
ardson, associate editor, Women’s 
Home Companion, who will present 


A. F. A. SPEAKER 


Col. 

Tribune" publisher, who will speak 

at the Wednesday general session 
of the A. F. A. 


R. R. McCormick, "Chicago 


a one-act play boasting a distin- 
guished cast and carrying a moral. 

Tuesday is reserved for depart- 
mental meetings, a dozen in number, 


and the general meeting will be re- 
sumed with a luncheon Wednesday at 
12:15. Gilbert T. Hodges, of the New 
York Sun, past chairman of the 
board, will preside at the session, 
introducing John McKinlay, presi- 
dent of Marshall Field & Co., Mrs. 
Emily Newell Blair, chairman, Con- 
sumers’ Advisory Board, NRA; and 
Col. Robert R. McCormick, editor and 
publisher of the Chicago Tribune. 

The speaking will be followed by 
the annual business meeting of the 
A. F. A. High lights will be the 
report of the nominating and reso- 
lutions committee. 


Passes Cigarette Tax 


The Morrissey bill, placing a tax of 
two cents on each package of cigar- 
ettes sold in Wisconsin, passed the 
state senate June 4 by a vote of 16 
to 13. It is estimated that the meas- 
ure would raise approximately $1,- 
000,000 a year for use as additional 
state aid to elementary schools. 'The 
bill has been sent to the assembly. 


Signs Guy Lombardo 


Guy Lombardo and his Royal Cana- 
dians will be heard on a new pro- 
gram starting July 8 over a Columbia 
network, with the Standard Oil Com- 
pany of New Jersey as sponsor. The 
program will be broadcast over 
WABC and 42 CBS outlets each Mon- 
day from 8 to 8:30 p. m., EDST. 


“They're getting so snooty | have to serve them from the left!’ 


. . . and no wonder lowa hogs have gone highbrow—like other farm products they're selling at 
twice what they were a year ago.* 1935 lowa farm income will be the highest in 5 years. Reach 
this rich market through dominant advertising in the Des Moines Register and Tribune —42% cov- 
erage (Sunday) of all lowa at the lowest milline rates in the state. 


*A Jan. 1 census shows 6,200,000 hogs in Iowa. 


MORE NATIONAL 
ADVERTISING I$ 
RECORDED IN '34 


Newspapers Increase Share to 
61.7 Per Cent 


New York, June 7.—An analysis of 
1934 national advertising just re- 
leased by the Bureau of Advertising, 
American Newspaper Publishers’ As- 
sociation, shows more spending by 
national advertisers in newspapers 
than in 1933, while newspapers, 
as compared with other major me- 
diums, took approximately the same 
percentage of the total advertising 
expenditure as in 1933. 

The analysis of 1934 figures covers 
367 national advertisers who spent 
$223,778,873 in newspapers, maga- 
zines and radio. The newspapers 
took 61.7 per cent of this total. A 
year ago, the estimated portion spent 
in newspapers was 61 per cent. Last 
year, the report covered 842 com- 
panies, 351 of which represented 95 
per cent of the total volume. 
Despite the fact that the 1934 fig- 
ures cover a smaller number of ad- 
vertisers, the newspaper volume was 
larger than in 1933. For 1934, the 
Bureau’s figure is $138,085,000, or 
61.7 per cent of the $223,778,873 total. 
In 1933, national advertisers spent in 
newspapers a total of $113,440,000, 
according to the report. 


Share in Increase 


Both magazines and radio shared 
in the general improvement. Com- 
parison of the 1934 and 1933 figures 
collected by the Bureau shows that 
national advertisers bought $56,018,- 
318 worth of magazine space in 1934 
against $49,898,626 the previous year. 
The percentage of the total in 1934 
was 25, compared with 26.9 in 1933. 
The 1934 radio figure is $29,675,555 
compared with $22,368,298 in 1933. In 
1934 radio received 13.2 per cent of 
the national advertising dollar 
against 12 per cent in 1933. 

Food and automotive advertising 
in 1934 continued to lead the field. 
The Bureau reports that 60 food ad- 
vertisers spent $38,750,846 in the 
three mediums analyzed. Newspapers 
got $16,020,000, or 41.3 per cent; 
magazines, 35.3 per cent and chain 
broadcasters, 23.4 per cent. 

Thirteen automobile manufacturers 
spent $29,930,032. Newspapers were 
favored with about two-thirds of it. 
About three-fourths of the $15,909,- 
752 spent by 33 gas and motor oil 
companies went into newspapers. 


Advertising of Tobacco 


Tobacco companies spent $33,949,- 
000 in 1934, of which 81.5 per cent 
went into newspapers. Of 10 leading 
companies, all but one spent more 
in newspapers than in 1933. Half 
the individual food companies studied 
increased their newspaper efforts as 
did seven of nine leading automobile 
companies offering comparable sta- 
tistics. 

Drug companies, fourth largest 
group, spent $15,691,671, with 61.9 
per cent in newspapers, 21.5 per cent 
in magazines and 16.6 per cent in 
radio. Newspapers received 87.6 per 
cent of the $9,115,279 spent on wine, 
beer and spirits advertising; maga- 
zines 9.4 per cent and radio, 3 per 
cent, according to the analysis. 

Average expenditure per advertiser 


RETAILER TO TALK 


John McKinlay, president of Mar- 
shall Field & Co., who will be a 
featured speaker at the Wednes- 
day general session of the A. F. A. 


in 1934 was $608,219 compared with 
$529,079 in 1933. Average expendi- 
ture in newspapers in 1934 was $376,- 
103 compared with $323,190 in 1933. 


Expect Quick 
House Action 
on Drug Bill 


Washington, D. C., June 7.—Early 
action by the House is being pre- 
dicted here in respect to the Cope- 
land pure food and drugs bill which 
has passed the Senate after amend- 
ment. Industries involved and ad- 
vertising interests have indicated 
that they expect no lengthy hearings. 

The House committee on interstate 
and foreign commerce is expected to 
announce a date for hearing, but no 
plans have been made’ to devote any 
considerable length of time to the 
hearing of witnesses. Some sugges- 
tions have been heard looking to a 
possible consideration of substituting 
of the Federal Trade Commission 
for the Department of Agriculture as 
the enforcement agency. 


Data for Architects 
Supplements Copy 


Taking note of a belief on the part 
of some architects that advertising 
of building materials and equipment 
should be of two kinds, one keeping 
the brand before the public in the 
usual way and the other boiled down 
to the essential facts on specifica- 
tions and how to use or install, Pencil 
Points, New York, has extended the 
use of its data sheets, an editorial 
feature for the past three years, to 
advertisers. 

The data sheets are compiled by 
Don Graf, their originator, for the 
advertiser and printed for insertion 
as a permanent record in the same 
notebooks which hold the editorial 
data sheets. The offer to supply data 
sheets is included in display adver- 
tisements in the magazine. Results 
have been reported highly satisfac- 
tory. Whereas 100 inquiries a year 
on architectural advertising has been 
considered normal under former 
methods, the first company received 
1,000 data sheet coupon returns in 
six months, and another 1,500 in 30 
days. 


W. H. Kaufman Dead 


William H. Kaufman, 58, who re- 
tired in July, 1934, as president of 
the Rapid Electrotype Company, died 
June 3 in Cincinnati. 


cost in 


Highest visibility at the lowest 


Metropolitan. 


Baltimore Sun — Boston Globe — Buffalo 

Times—Chicago Tribune—Cleveland Plain 
Dealer—Detroit News—New York News— 
Philadelphia ih eek dae Press— 
St. Louis Globe-Democrat—Washington Star 


‘Weekly 


Current Circulation 
6,068,300 families 
Largest circulation 
of any medium, 
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« 
Sales Meeting - 
If you want to pep up your New York 
salesforce, put up a potent schedule of News 
advertising ... It’s worth a dozen pep meetings 
. .. Because the majority family coverage of 
The News is something any salesman or dealer 


can get pepped up about; and the low cost 
makes you feel pretty good, too! 
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Picture Tells 
Entire Story 
For Cigarette 


(Picture on page 1) 

New York, June 7.—Not a line of 
copy was used this week by Liggett 
& Myers Tobacco Company in an 
advertisement for Chesterfield cig- 
arettes in a space of 168 lines on 
four columns in metropolitan news- 
papers, a photographic illustration 
being relied upon to carry the full 
advertising story to the reader. The 
only printed matter outside the pho- 
tograph was the copyright line. 

Critics of the veracity of adver- 
tising could find little fault with this 
departure in method of using paid 
newspaper space. The effect given 
was that of a poster without the 
usual slogan or catch line. 

The illustration was simple. 
Measuring somewhat more than six 
by nine inches, it was centered in 
the space. The action it portrayed 
is that seen in some form every day 
by a large percentage of the Ameri- 
ean public—a young woman with- 
drawing a cigarette from a pack. In 
this instance, it happens to be a 
Chesterfield package. 


Regular readers of Chesterfield ad- 
vertising, despite the absence of 
text, could read into the advertise- 
ment without effort the oft-repeated 
and simple statements which have 
accompanied Chesterfield illustra- 
tions of the same kind heretofore, 
that is, “the cigarette that’s milder— 
the cigarette that tastes better” and 
“made of mild ripe tobacco. . . aged 
two years or more.” 

True to form, executives of the 
tobacco company refused to com. 
ment on their latest piece of “copy,” 
and no information was forthcoming 
as to whether this week’s advertise- 
ment was a single shot, or whether 
it would be followed by other inser- 
tions in which the copywriter’s serv- 
ices were not needed. 


Adclub Awards Medal 
to Leading Citizen 


The New Haven Advertising Club. 


has inaugurated a policy of present- 
ing a medal each year to a New 
Haven citizen for “distinguished 
achievement.” The first medal was 
presented June 3 to Dr. Charles Mc- 
Lean Andrews of Yale University, 
professor emeritus of American his- 
tory, and winner of the Pulitzer prize 
for his book, “The Colonial Period 
in American History.” Governor 
Wilbur L. Cross presented the medal. 

Among other speakers at the club’s 


WILL PRESIDE 


Chester H. Lang, A. F. A. presi- 
dent, who will sound the conven- 
tion keynote today. 


meeting were Raymond C. Gorman, 
retiring president; Nathan B. Stone, 
president-elect; and Roger A. Con- 
nelly, managing editor, New Haven 
Register, who was toastmaster. 
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A $251,461,000 Retail Market 
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ilies in Baltimore’s ABC city zone—plus 
30,997 families in the surrounding terri- 
tory—all for 35c a line. 
—the greatest circulation ever attained 
and maintained by a Baltimore newspaper 


201,059 families 


—read The News-Post every day.* 


Your advertising is.not really COVERING 


Baltimore unless it is telling your story to 
the greatest number of families that can 


be told. 


That’s what News-Post advertising does 
for you. Reaches a maximum audience at 
minimum cost. Carries your story to 
170,062 (or 84.6%) of the 200,843 fam- 


No matter how you figure it, THE NEWS- 
POST is first in Baltimore. 
Baltimore today. 


Re-check 


Investigate NEWS- 


POST influence on buying habits in this 


$251,461,000 market. 
tisers gave THE NEWS-POST the largest 
lineage increase of all United States news- 
papers in 1934, 


BALTIMORE 


NEWS-POS 


Learn why adver- 


Baltimores Outstanding Mewspaper 


Represented Nationally by Hearst International Advertising Service 
Rodney E. Boone, General Manager 


* Except Sundays. The Baltimore Sunday 
American has the largest circulation in all the 


South 


. 229,832 and still going up. 


| ference. 


STANDARDS OF 
QUALITY URGED 
AT CONFERENCE 


Hope to Educate Consumer 
on Specifications 


Washington, D. C., June 6.—De- 
claring that there had been a large 
and growing demand from consumer 
organizations for information as to 
quality standards for many products, 
Dr. A. S. McAllister, assistant di- 
rector of the National Bureau of 
Standards, U. S. Department of 
Commerce, told the 25th National 
Conference on Weights and Meas- 
ures, meeting here yesterday, of 
progress in developing ‘the certifica- 
tion plan.” 

Numerous requests have been re- 
ceived from consumers, “both organ- 
ized and unorganized, for data con- 
cerning trade-branded goods, tested 
at the National Bureau of Stand- 
ards,” he said, “the publication of 
which would be welcomed by many 
and opposed initially by few.” 

In response to this demand and in 
view of the limitations of the Bu- 
reau’s activities, it has been deter- 
mined that “the best method of giv- 
ing the public the benefit of our tests 
and investigations is to place the 
results of our research at the dis- 
| posal of committees formulating na- 
| tionally-recognized specifications and 
to encourage firms to manufacture 
goods to comply with these specifica- 
tions, and purchasers to buy speci- 
fication-made goods.” 


Explains the Plan 


The “certification plan” involves, 
it was explained, the compilation 
and distribution of lists of manufac- 
‘turers desirous of obtaining con- 
'tracts based upon certain selected 
nationally - recognized specifications, 
and “when requested to do so, to 
|certify to the purchaser that the 
|commodities delivered are guaran- 
/teed to comply with the requirements 
and tests of the specifications.” 

The plan has been applied, thus 
far, to 460 federal specifications and 
commercial standards. There has 
been received more than 18,200 re- 
| quests for listing from approximate- 
| ly 10,000 firms. Copies are now sent 
‘to all interested tax-supported agen- 
cies and are available to others upon 
| specific request. 

“The reception given to the cer- 
tification plan by responsible manu- 
facturers and representative trade 
‘associations has been very encour- 
aging,” Dr. McAllister told the Con- 
“It is being utilized by 


| ‘public purchasers,’ that is, purchas- 


ers for federal, state, and municipal 
governments who are spending the 
money collected from the public in 
the form of taxes. It is also being 
welcomed by other large purchasers, 
the purchasers of which are of such 
magnitude as to justify the use of 
specifications. 

“Many of the _ specifications to 
which the certification plan has been, 
or will be, applied cover commodities 
of much interest to over-the-counter 
buyers. Although it is not expected 
that such buyers will actually pur- 
chase commodities on individual 
specifications, some day they may 
be induced to confine their pur- 
chases of certain kinds of commodi- 
ties to those known to be manu- 
factured to comply with certain na- 
tionally-recognized specifications. 

“They may even now be induced 


to examine critically such of these 
commodities as they do purchase to 
determine whether or not they are 
as represented and will comply with 
the buyer’s individual requirements 
—to purchase on the basis of real 
quality and ability to meet service 
requirements rather than on the 
basis of superficial appearance or 
of the numerous kinds of sales ar- 
guments. 

“For the purpose of bringing to 
the attention of over-the-counter 
buyer most effectively at the time 
of making purchases, use is being 
made of a self-identifying, quality- 
guaranteeing labeling plan which 
represents an important step in ex- 
panding the mass-production, mass- 
distribution, mass-consumption idea.” 

Dr. McAllister pointed out that ex- 
perience in the use of such labels 
“and correspondence relating thereto 
indicate strongly that it is possible 
to educate the public to look for 
quality labels.” 


Mrs. Roosevelt Favors 
Government Labeling 


Washington, D. C., June 4.—Mak- 
ing her first statement since the 
NRA was declared unconstitutional 
by the Supreme Court, Mrs. Roose- 
velt today declared her firm belief 
in the value of labels backed by 
“government assurances.” She de- 
clared: 

“As a practical consumer, the only 
label which | would consider carried 
full assurance that it represented 
good working conditions and fair 
practices used on a great variety of 
articles, would have to be at least 
representative of government assur- 
ances.” 

One of the greatest losses to the 
conscientious consumer, whether she 
buys expensive or cheap things, will 
be the loss of the NRA label on 
goods, according to Mrs. Roosevelt. 


Campbell-Sanford 
Adds New Clients 


Campbell-Sanford Advertising Com- 
pany, Cleveland, which has handled 
advertising of Manamar, feed for farm 
animals made by Philip R. Park Com- 
pany, San Pedro, Cal., and Chicago, 
has been awarded advertising of an- 
other of the company’s products, Pet- 
kelp, for dogs and cats. A campaign 
has been placed under way by the 
agency for Tobacco By-Products & 
Chemical Corporation, for Nico-Fume, 
in its new pressure fumigator con- 
tainers. Florists and market gar- 
dening publications are being used. 

Porcelain Products, Inc., Parkers- 
burg, W. Va., and Findlay, O., maker 
of insulators and allied products, has 
appointed the agency. National 
magazines, business publications, and 
direct mail will be used. L. J. Kraft, 
formerly with The Sweeney & James 
Company, Cleveland, has joined the 
Campbell-Sanford production depart- 
ment. 


Buffalo Adwomen Elect 


Gwen Doughton, President 


The League of Advertising Women 
of Buffalo, N. Y., has elected Gwen 
Doughton as president. Other newly- 
elected officers are: Mrs. H. Nelson 
Wilkinson, vice-president; Erma L. 
Oehler, corresponding secretary; Mrs. 
Maurice S. Allen, recording secre- 
tary; and Mattie M. Gorman, treas- 
urer. 

Mrs. Allen, Mrs. Wilkinson, Miss 
Gorman and Henriette Kawentel 
were elected directors. Other direc- 
tors include Mrs. G. Austin Schmidt. 
retiring president; Ethel McKown, 
and Marie McIntyre. 


Ad Committee Named 


The Association of Commerce of 
Madison, Wis., has appointed an ad- 
vertising and publicity committee, 
consisting of Walter Frautschi, 
Arthur Towell, H. H. Brockhausen, 
A. Bartells and T. E. Bittorff. 
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A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
§ ‘bound 5th edition of ‘Reserve Illustrations. "’ Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


r 4 UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO 


DETROIT 
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The SHIFTS in MAGAZINE CONSCIOUSNESS 
1931 to 1935 


Cosmopolitan rises from Ith 
4th place in the readership of 


te 88,431 . 
WOMEN WHO ARE BUYING 
Jom Agensy Surveys tor Good Pavsenenp: 


Cosmopoliton’s present position 
i re-offirmed by 14,844 
women asked for their most con 
sistently read magazine by Time 


: | 
103,275 Be 
WOMEN show their growing 
gord for GREAT FICTION 


ee, 


ee 


Has ALWAYS Been a BIG Number! 


—BIG enough to WIN battles, 
and LOSE presidencies — 
BIG enough NOW to FIX ADVERTISING VALUES 


100,000 “women who are buying” pack the unquestioned 
authority of the law of big numbers when they tell adver- 
tising agents investigating for Good Housekeeping and 
Time that what they want in the magazines they buy is 


FICTION, MORE FICTION and BETTER FICTION 


Their preference shows the sharpest upward swing. to 
Cosmopolitan, the magazine that prints, by critical ap- 
praisal, MORE Great Fiction per issue than any other! 


Do you use COSMOPOLITAN’S 1,600,000 to the limit’? 


Cosmopolitan salesmen have the whole “100,000” story at their tongues’ end. 
When can they tell it to you? 
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ADVERTISING AGE 


June 10, 1935 


Complete Program for 


All A. F. A. Sessions 


(Details of the program for all general sessions are given on Page 1) 


AGRICULTURAL PUBLISHERS 
ASSOCIATION 
Tuesday Luncheon, 12:30 o’clock 
Private Dining Room 15 


Presiding, B. Morgan Shepherd, 
president, and publisher, Southern 
Planter, Richmond, Va. 

Agricultural publishers and repre- 
sentatives will meet at luncheon, 
followed by a round table discussion. 


AMERICAN COMMUNITY 
ADVERTISING ASSOCIATION 


Tuesday Afternoon, 2:15 o’clock 
Private Dining Room 4 


Presiding, Charles F. Hatfield. 

Stepping Up Community Adver- 
tising, Don E. Mowry, secretary, 
American Community Advertising 
Association. 

What the Newspaper Is Doing to 
Promote Community Development, 
Marlen E. Pew, editor, Editor and 
Publisher, New York. 

Better Community Business 
Through Better Farming, Charles F. 
Collison, farm editor, Minneapolis 
Tribune. 


The Sunday Evening Club — Its 
Relation to Community Life, W. 
Frank McClure, vice-president, Car- 
roll Dean Murphy, Inc., Chicago. 

Tourism and the Travel Industry, 
Charles F. Hatfield, executive secre- 
tary, International Travel Federa- 
tion, St. Louis. 

Migration and Decentralization of 
Industry, W. E. G. Gaillard, Gaillard 
Realty Company, New York. 


CLUB ACTIVITIES 


Monday Morning, 9:30 o’clock 
Illinois Room 

Joint conference of men’s and 
women’s advertising clubs. 

Presiding, Josephine Snapp, vice- 
president, A. F. A., and chairman, 
Council on Women’s Advertising 
Clubs; and Arthur H. Brayton, vice- 
president, A. F. A., and chairman, 
Council on Advertising Clubs. 

Greetings, Chester H. Lang, A. F. 
A. president, and Edgar Kobak, A. 
F. A. chairman. 


Balancing the Program of Meet- 
ings, James E. Humphreys, past 


president, Columbus Advertising 
Club; Ohio Fuel Gas Company. 

Educating the Consumer, Louise 
C. Grace, president, Women’s Ad- 
vertising Club of Detroit; director 
of research and mediums, Grace & 
Bement, Inc. 

Our “Consumer Reaction” Series, 
Karl R. Koerper, past president, 
Advertising Club of Kansas City; 
vice-president, Griener-Fifield Litho- 
graph Company. 

What’s New in Advertising, Mar- 
jorie WMletcher, Blackett-Sample- 
Hummert, Inc., Chicago. 

How Gideon Licked the Mideon- 
ites, Frank C. Hamilton, president, 
Advertising Club of St. Louis; sales 
manager, Von Hoffman Press. 


Wednesday Morning, 9 o’clock 
Private Dining Room 9 

Men’s breakfast session. 

Advertising the State of Massa- 
chusetts, Walter E. Myers, past 
president, Advertising Club of Bos- 
ton; National Broadcasting Co. 

Our Participation in Community 
Promotion, Paul D. Patterson, pres- 
ident-elect, Advertising Club of Des 
Moines; Western Union Telegraph 
Company. 

Tenth District Activities, Paul J. 
Harmon, governor, Tenth District, 
A. F. A.; advertising manager, 
Texas Electric Service Company, 
Fort Worth. 

Eleven Years with Our Advertis- 


ing and Selling Course, H. B. Le- 
Quatte, president, Advertising Club 
of New York; president, Churchill- 
Hall, Inc. 

The Oma-Ham Company, William 
H. Kearns, past president, Omaha 
Advertising Club; Buchanan-Thomas 
Advertising Company. 

Doubling and Tripling Club Mem- 
bership, M. Thayer Newman, gov- 
ernor, Fourth District, A. F. A.; As- 


sociated Advertising Agency, Inc., 
Jacksonville, Fla. 
Wednesday Morning, 9 o’clock 


Illinois Room 
Annual meeting and breakfast, 


Council on Women’s Advertising 
Clubs. 
Program chairman, E. Evalyn 


Grumbine, advertising director, Child 
Life, Chicago; presiding, Josephine 


Snapp. 
Advertising from the _ Editor’s 
Viewpoint, Patricia Dougherty, wom- 


en’s editor, Chicago American. 

The Consumer and the Depart- 
ment Store, Claire Samuels, adver- 
tising manager, Carson, Pirie, Scott 
& Co., Chicago. 

Merchandising Nationally Adver- 
tised Goods, Gay S. Walton, adver- 
tising manager, Julius Kayser & Co., 
New York. 

Pebbles from the Pacific Coast, 
Helen Rising, president, Los An- 
geles Advertising Association of 
Women; vice-president, Rising-Ham- 
mond Typographers. 

Can Women Take It, Frances Faye 
(Bee Adams) president, Women’s 
Advertising Club of St. Louis; fash- 
ion editor, St. Louis Star-Times. 

DIRECT MAIL ADVERTISING 

ASSOCIATION 


Tuesday Afternoon, 2 o’clock 
Private Dining Room 7 
General chairman, Eliot L. Wight, 
advertising manager, United States 
Envelope Company, Springfield, 
Mass.; presiding, John H. Sweet, 
circulation manager, The Traffic 

World, Chicago. 

The Place of Direct Mail in the 
Advertising Picture, Earl M. Oren, 
advertising manager, U. S. Gypsum 
Company. 

How to Use Direct Mail to In- 
crease Results from Newspapers, 
Magazines, Radio and Other Media, 
Walter T. Daily, Walter Daily, Inc. 

How Modern Design and Typ- 
ography Can Increase Returns, Doug- 
lass C. MeMurtrie, director of typ- 
ography, Ludlow Typograph Co. 


Wednesday Morning, 10 o'clock 
Private Dining Room 7 
Presiding, John R. Scott, manag- 
ing editor, Dartnell Publications, 

Chicago. 

How to Write Effective Direct Mail 
Copy, Frank C. Hamilton, Von Hoff- 
man Press; president, Advertising 
Club of St. Louis. 

Mail Order Selling Practices That 
Get Results, J. K. Morley, advertis- 
ing manager, O. D. Jennings & Co., 
Chicago. 

How to Use Direct Mail to Cash 
In on the Economic Upturn, John S. 
King, sales promotion department, 
Crane Company, Chicago. 


INDUSTRIAL MARKETING 
CONFERENCE 


Tuesday, 12:30 Noon 
Illinois Room 


(This meeting is sponsored jointly 
by the Engineering Advertisers As- 
sociation, Chicago chapter of the 
National Industrial Advertisers As- 
sociation, and the Chicago Dotted 
Line Club of The Associated Busi- 
ness Papers, Inc.) 

Luncheon—12:30 o’clock. 

Presiding, O. A. DeCelle, president, 
KE. A. A.; vice-president, Interna- 
tional Filter Company, Chicago. 

Greetings, E. T. Howson, 
president, Associated Business 
Papers, Inc.; vice-president and 
Western Editor, Railway Age. 

What to Expect from Washington, 
Paul Wooton, Washington editor, 
Business Week. 


past 


«48 Railroads - 35 Steamship Lines 


The Part Which the Heavy Goods 
Industries Might Play in National 
Recovery, Herman Lind, general 
manager, National Tool Builders 
Association, Cleveland. 

The Place of Market Research in 
Industrial Merchandising, G. E. Sted- 
man, vice-president in charge of re- 
search, Cramer-Krasselt Company, 
Milwaukee. 

Building the Well-Rounded Adver- 
tising Program, Walther Buchen, 
president, The Buchen Company, 
Chicago. 

Coordinating Technical Research 
and Publicity in the Development of 
New Markets, L. S. Hamaker, vice- 
president and general manager, 
Berger Mfg. Company, Canton, O. 

Adapting the “Talkie” to Indus- 
trial Sales Promotion, H. F. Barrows, 
advertising manager, Austin-West- 
ern Road Machinery Company, 
Aurora, Il. 

Summary by G. D. Crain, Jr., pub- 
lisher, ADVERTISING AGE and Industrial 
Marketing. 


NATIONAL ADVERTISERS 
CONFERENCE 


Tuesday Morning, 9:30 o’clock. 
Private Dining Room 11 

Presiding: Elon G. Borton, direc- 
tor of advertising, LaSalle Exten- 
sion University, Chicago. 

Symposium:' . The Advertising 
Manager—His Problems and Per- 
formances. Chairman: Mrs. Patricia 
Gordon, president, Princess Pat, 
Ltd.; ‘“Consumers—Your Attention, 
Please!,” Marvin Harms, advertis- 
ing manager, Premier-Pabst Sales 
Company; “Research—the Main- 
spring of Advertising,” Kenneth 
Laird, vice-president, The Western 
Company; “Publicity — Miracles 
While You Wait,” John B. Gibson, 
publicity director, Western Electric 
Company; “The Dealer—the Rea! 
Boss,” Joseph M. Kraus, advertising 
manager, A. Stein & Co. 


Tuesday Afternoon, 2:00 o’clock 
Private Dining Room 11 


Presiding: Ralph Leavenworth, 
director of advertising Westing- 
house Electric and Mfg. Company. 

Where Is Advertising,Going? Leo 
Nejelski, advertising manager, Swift 
& Co. 

The “Inside” Story of Contests, 
Lloyd D. Herrold, professor of ad 
vertising, Northwestern University. 

Effective Dealer Tie-up Through 
Spot Radio Programs, Duane Wana- 
maker, advertising director, Gen- 
eral Household Utilities Company. 

Priming the Advertising Pump, A. 


R. Tatham, advertising manager, 
Bauer & Black. 
The National Advertiser Steps 


Ahead, Paul B. West, managing di- 
rector, Association of National Ad- 
vertisers. 


NATIONAL NEWSPAPER PROMO- 
TION ASSOCIATION 


Monday Morning, 9:30 o’clock 
Private Dining Room 5 


Sessions opened by Vaughn Weidel, 
New York World-Telegram, and 
president, N. N. P. A. 

Welcome to Chicago, W. J. Byrnes, 
publicity director, Chicago Tribune, 
and vice-president, Chicago Feder- 
ated Advertising Club. 

Appointment of temporary com- 
mittees. 

Round Table Discussions, pre- 
sided over by George Benneyan, pro- 
motion manager, New York Sun. 1. 
“New Market Data from Washington 
and How to Use It,” Harold E. Jewett, 
promotion manager, Providence Jour- 
nal-Bulletin; 2. “What’s the Differ- 
ence Between Good Surveys and Bad 
Surveys,” Wm. J. Shine, promotion 
manager, Columbus Citizen. 

Afternoon Session 
Private Dining Room 5 

Advertising Begins at Home, J. M. 
Cleary, vice-president, Roche, Wil- 
liams and Cunnyngham, Inc., Chicago. 
Merchandising of Newspapers, 

(Continued on Page 8, Col. 1) 


5 Airways 
advertise regularly in the 


Chicago Hournal of Commerce 


SALLE STREET JOURNAL — 


Read dally by active business men for the only complete news of 
business, industry and finance avaliable locally in tne Centrat West. 
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IN THIS AREA 


212,359,680 Acres of Land 
45,788,000 Acres in Crops 
439,915 National 
Farm Paper Circulation 


IN THIS AREA fi 


753,346,560 Acres of Land 
34,684,000 Acres in Crops 
“ee 625,248 National 

wee Farm Paper Circulation 


UNNECESSARY UNDERCOVERAGE 


The two states of Oklahoma and Texas have 71.8% less land area than all of the 
states west of longtitude 103, as shown on the above map, yet these two South- 
western states have 32.1% more land in crops than the eleven states west of them. 


On the other hand, Oklahoma and Texas receive 29.7% less circulation from 


National Farm Papers than the eleven mountain and Pacific coast states. 


The above figures, based on 1930 census reports, (the latest available) and the 
April, 1935, Standard Rate and Data Service records, prove an unnecessary under- 
coverage of Oklahoma and Texas for any Farm Paper advertiser . . . unnecessary 
because The Farmer-Stockman, with its 203,448 ABC circulation, can thoroughly and 


economically fill this national coverage hole which exists in the Southwest. 


The FARMER-STOCKMAN 


OKLAHOMA CITY, OKLAHOMA 
203,448 ABC CIRCULATION IN OKLAHOMA AND NORTH TEXAS 
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PROGRAM FOR 
A. F. A. MEET 


(Continued from Page 6, Col. 5) 


Arthur H. Brayton, Marshall Field 
& Co. 
Tuesday Morning, 9:30 o'clock 
Private Dining Room 5 


Reports by Committee Chairmen. 

Round Table Discussions: 
“How to Promote Circulation in De 
pression Years,” Charles L. Baum, 
promotion manager, Portland Jour- 
nal; 2. “A Good Promotion Man— 
His Background and Training,” John 
Koepf, Cincinnati Post. 

The Strategy of Direct Mail Pro- 
motion, John H. Sweet, circulation 
manager, The Traffic Service Corpora- 
tion, Chicago. 

Tuesday Luncheon 

Annual NNPA luncheon open to 
representatives of trade journals and 
other affiliated organizations (to be 
held in an adjoining room). 

Tuesday Afternoon 

The Enquiring Reporter Checks 
the Ads, C. E. Hooper, Clark-Hooper, 
Inc. 


Newspaper Advertising from the 
Retail Standpoint, Maurice L. Roths- 
child, Chicago merchant. 

Reports by Committee Chairmen. 

Reports from temporary commit- 
tees. 

Wednesday Morning, 9:30 o'clock 

Privete Dining Room 5 

Round Table Discussion: “How 
Should a Promotion Department be 
Organized and What Should Be Its 
Relation to the Other Departments,” 
J. A. Swan, promotion manager, Des 
Moines Register and Tribune. 

Reports from Committee Chair- 
men. 

Election of Officers. 

Installation of New Officers. 

Appointment of New Committees. 

Adoption of Budget. 


NATIONAL ASSOCIATION OF 
BROADCASTERS, COM- 
MERCIAL SECTION 


Monday Morning, 9:30 o'clock 
Private Dining Room 14 


Opening Remarks, Arthur B. 
Church, chairman, Commercial Com- 
mittee, N.A.B. 


Panel Discussion—Retail Broad- 
cast Advertising: H. K. Carpenter, 
manager, WHK, Cleveland, chair- 
man; Marvin Oreck, vice-president, 
Oreck’s, Inc., Duluth, Minn.; Ken- 
neth Taylor, vice-president and mer- 
chandising manager, 


John Taylor 


Dry Goods Company, Kansas City, 
Mo.; George Bijur, director of sales 
promotion, Columbia Broadcasting 
System, Inc., New York; Dade Ep- 
stein, advertising agency executive, 
Chicago; John Henry, president, 
KOIL, Council Bluffs, Ia.; Alfred J. 
McCosker, president, WOR, Newark; 
John Shepard, 3rd, president, Yankee 
Network, Boston; Dr. Herman S. 
Hettinger, merchanc‘sing depart- 
ment, University of Pennsylvania, 
Philadelphia, director of research, 
N.A.B. 
Tuesday Morning, 9:30 o’clock 
Private Dining Room 8 


Address, Hon. E. J. Adams, chair- 
man, Special Board of Investigation, 
Federal Trade Commission, Wash- 
ington, D. C. 

Panel Discussion—Mutual Prob- 
lems of the Buyer and Seller of Ra- 
dio Advertising: Arthur B. Church, 
vice-president, KMBC, Kansas City, 
chairman; John A. Benson, presi- 
dent, American Association of Ad- 
vertising Agencies, New York; Ken 
R. Dyke, general advertising man- 
ager, Colgate-Palmolive-Peet Com- 
pany, New York; Nathan H. Pum- 
pian, Henri, Hurst & McDonald, 
Chicago; Hugh K. Boice, vice-presi- 
dent in charge of sales, Columbia 
Broadcasting System; Edgar Kobak, 
vice-president in charge of sales, Na- 
tional Broadcasting Company; John 


The N.A.R.D. 


tributed exclusively to drug store pa- 
trons with far above the average active 
purchasing power. 
placed in the hands of a consumer who 


is a regular cu 
druggist. 


EDITED TO CREATE DRUG 
SALES 

Scores of interesting articles and items 

within the pages of the N.A.R.D. 


NDRIES | SODAS [LUNCHES /PRESCRIPTIONS| 


Families 


most valued customers. 


the N.A.R.D. Druggists.” 


drug products. 


ALMANAC is dis- 


Every 


copy is 


stomer of an N.A.R.D. All 


ry, 
The Best Patrons 


Almanac are written, 
edited with the distinct purpose of sell- 
ing standard and accepted merchandise 
featured in the druggist’s store. 
SPACE IS SOLD ONLY TO 
APPROVED ADVERTISERS 


advertising 


NA-R D 


of the Best 
Drug Stores 


Decide Their 
Purchases by 
This Medium 


“The N.A.R.D. ALMANAC is em- 
phatically endorsed by the National 
Association of Retail Druggists as an 

ideal medium to influence consumer pur- 
chases of goods advertised within its covers. Our 
member druggists buy the Almanac for a hand-picked list of their 
Thus the Almanac is the only publication 
in the entire drug field which affords a direct, year-long tie-up be- 
tween manufacturer, druggist, and consumer in 

the dealer’s own consumer publication. Appoint- 
ment of the W. B. Ziff Co. as Publisher and 
Advertising Representative of the Almanac assures 
the most effective contact between Advertisers and 


Secretary, N.A.R.D. 


LMANACS have long been known for their excep- 
tional effectiveness and year-long life in the sale of 


} Here is one almanac which the 
druggist values so highly that he buys it for his own dis- 
tribution—indisputable proof that it creates sales for him. 


NO WASTE CIRCULATION 


selected and 


in the N.A.R.D. 


ALMANAC is subject to N.A.R.D. 


cepted. 


approval. Mail order advertising com- 
peting with drug store items and ques- 
tionable advertising will not be ac- 


The 1936 Almanac is defi- 


nitely a class medium. 


The 1936 issue of the N.A.R.D. ALMANAC is now being compiled and 
edited. Advertisers wishing to preémpt specific pages adjoining most suitable 


editorial features should place space reservations NOW. 


porary rate advantage for orders now being placed. For 1936 Table of 
Contents address W. B. ZIFF CO. 


WB ZIFF Co! 5: 


There is also a tem- 
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NEW YORK OFFICE 


++ 551 FIFTH AVE* VANDERBILT 37300 


F. Patt, president, WGAR, Cleve- 
land; Lloyd C. Thomas, president 
and general manager, WROK, Rock- 
ford, Ill. 


NEWSPAPER ADVERTISING EX- 
ECUTIVES ASSOCIATION 
Monday Morning, 9:30 o'clock 
Private Dining Room 10 


Presiding Officer: George J. Auer, 
president, Newspaper Advertising 
Executives Association, advertising 
manager, New York Herald Tribune. 

Advertising Rates from the 
Agents’ Point of View, John Benson, 
president, American Association of 
Advertising Agencies, New York. 

What Have You Besides Space to 
Sell? Mary M. Murphy, sales promo- 
tion manager, The Fair, Chicago. 

Tuesday Morning, 9:30 o’clock 

Private Dining Room 10 

Developing Advertising Under the 
Federal Housing Act, H. Dorsey 
Newson, Federal Housing Adminis- 
tration, Washington, D. C 

Advertising Rate Discrimination, 
John Fitzgerald, Reynolds-Fitzger- 
ald, Inc., Chicago. 

Shop Talk Between Ourselves, 
Marlin Pew, Editor and Publisher. 

Present Trends in Newspaper Ad- 
vertising, William D. Nugent, Media 
Records, Inc., New York. 


Tuesday Luncheon 
Red Lacquer Room 


Luncheon, sponsored by Newspa- 
per Advertising Executives Associa- 
tion, is open to all convention 
delegates. George J. Auer will pre- 
side and Chester Lang, A.F.A. presi- 
dent, will give a short talk. The 
principal speaker will be Dean Wm. 
H. Spencer, School of Business Ad- 
ministration, University of Chicago, 
who will talk on, “The University 
Looks at Advertising.” 

Tuesday Afternoon, 2:30 o’clock 

Red Lacquer Room 

Advertising Sales Clinic, con- 
ducted by Charles W. Mears, sales 
counsellor, Cleveland. 

Present Trends in Classified Ad- 
vertising, Frank Becker, classified 
advertising manager, Flint, Mich., 
Journal. 

Round table discussion. 


Wednesday Morning, 9:30 o’clock 
Private Dining Room 10 


This meeting will be devoted en- 
tirely to round table discussions of 
the following subjects: (1) Develop- 
ing advertising for the Saturday 
newspaper; (2) Merchandising serv- 
ice practices; (3) A discussion of 
rate card compilation; (4) Question 
box. 

Business meeting. 


OUTDOOR ADVERTISING 
DEPARTMENTAL 


Tuesday Afternoon, 2 o’clock 
Private Dining Room 10 


B. L. Robbins, chairman. 

Profit in Traffic, Dr. Miller Mc- 
Clintock, Harvard University. 

In connection with the departmen- 
tal meeting will be shown the fifth 
annual exhibit of outdoor advertis- 
ing art. This consists of specimens 
of the one hundred best posters of 
1934. 


PREMIUM ADVERTISING 
ASSOCIATION 


Tuesday Afternoon, 2:30 o’clock 
Private Dining Room 9 

Chairman, Henry S. Bunting, edi- 
tor, Bunting’s Novelty Mart, Chicago. 

The Pull of the Premium, W. D. 
Smith, vice-president, Jewel Tea 
Company, Barrington, Ill. 

Selecting and Testing Premiums, 
C. M. Hall, Swift & Co., Chicago. 

What the Premium Salesman 
Should Not Forget, Robert Paysee, 
Edw. Katzinger Company. 


PUBLIC UTILITIES ADVERTISING 
ASSOCIATION 


Tuesday Morning, 9:30 o’clock 
Club Lounge 

Opening Remarks by 
Henry Obermeyer. 

Cooperative Advertising (Dealer 
and Utility—Manufacturer and Util- 
ity), A. C. Joy, Pacific Gas & Electric 
Company. 

Report of Committee on Mechan- 
ical Costs Compared with Space 
Costs, J. C. Barnes, publicity direc- 
tor, New Orleans Public Service, Inc. 

Radio Advertising for Utilities, C. 
A. Tattersall, assistant vice-presi- 
dent, Niagara Hudson Power Cor- 


President 


poration. 


Tuesday Luncheon 

Several utility radio program tran- 
scriptions to be played. (Arranged 
by Batten, Barton, Durstine and 
Osborn Corporation, through cour- 
tesy of Niagara Hudson Power Cor- 

poration.) 
Tuesday Afternoon, 2 
Club Lounge 


Advertising in Connection with 
Rate Reductions, W. H. Hodge, vice- 
president, Byllesby Engineering and 
Management Corporation, Chicago. 

Report of Better Copy Committee, 
D. D. Parry, Central Hudson Gas & 
Electric Company. 

Remarks by Chester H. Lang, 
A. F. A. president. 

Utility Consumer Survey in Chi- 
cago Metropolitan Area, L. E. 
Scriven, research director, Lord & 
Thomas. 

Reports of Secretary, Treasurer, 
Nominating Committee and Election 
of Officers. 


SALES PROMOTION DIVISION, 
NATIONAL RETAIL DRY GOODS 
ASSOCIATION 


Hotel Stevens 


NOTE: Delegates registered for 
the A.F.A. convention at the Palmer 
House are entitled to attend any or 
all of the sessions of the Sales Pro- 
motion Division. 

Tuesday Morning, 10 o’clock 
Grand Ballroom, Hotel Stevens 

Presiding, Paul E. Murphy, adver- 
tising manager, Frederick Loeser & 
Co., Brooklyn, and chairman, Sales 
Fromotion Division. 

Institutionalizing the Store, R. V. 
Tossell, vice-president and publicity 
director, The Lasalle & Koch Com- 
pany, Toledo. 

The Sales Promotion Manager and 
His Plan: (a) “What Are the Du- 
ties of a Sales Promotion Manager, 
and What Authority Should Be 
Vested in Him to Make It Possible 
for Him Efficiently to Execute These 
Duties?” William H. McLeod, sales 
manager, Wm. Filene’s Sons Com- 
pany, Boston; (b) “The Sales Pro- 
motion Plan—Its Creation and Oper- 
ation,” William Howard, publicity 
director, Gimbel Brothers, New 
York; (c) “The Coordination of the 
Sales Promotion Plan with the Sell- 
ing Force,’ Mary M. Murphy, sales 
promotion manager, The Fair, Chi- 
cago; (d) “The Importance of Dis- 
play in the Sales Promotion Plan,” 
William Stensgaard, president, W. 
L. Stensgaard & Associates, Inc., 
Chicago. 

Tuesday Afternoon, 2 o’clock 

North Ballroom, Stevens Hotel 

Chairman, Mary M. Murphy, pub- 
licity director, The Fair, Chicago. 

The Trend in Advertising Costs 
and Results, Oscar R. Strauss, Jr., 
advertising manager, Rich’s, Inc., At- 
lanta. 

How Simpson’s Toronto, Sells by 
Telephone, H. H. Bishop, vice-presi- 
dent, The Robert Simpson Company, 
Ltd., Toronto. 

Advertising Appeal — Today’s 
Model: (a) “Talking to the Classes 
in 1935,” Olin Stansbury, assistant 
advertising manager, Marshall Field 
& Co.; (b) “Talking to the Masses in 
1935,” W. Z. Tucker, sales manager, 
Wieboldt Stores, Inc., Chicago. 

Sales Promotion Problems for Fall 
1935, John Wood, vice-president, 
sales and publicity director, B. Alt- 
man & Co., New York. 

Wednesday Morning, 10 o’clock 

Grand Ballroom, Stevens Hotel 

Chairman, David Ovens, vice-presi- 
dent and general manager, J. B. 
Ivey & Company, Charlotte, N. C., 
and president, National Retail Dry 
Goods’ Association; co-chairman, 
Mary M. Murphy, sales promotion 
manager, The Fair, Chicago. 

What Modern Stores Expect from 
Advertising and Sales Promotion— 
As | See It: An Advertising Agent’s 
Viewpoint, G. Lynn Sumner, presi- 
dent, G. Lynn Sumner Company, 
New York; A Newspaper Publisher’s 
Viewpoint, Col. Frank Knox, pub- 
lisher, Chicago Daily News; A Store 
President’s Viewpoint, Edgar J. 
Kuufmann, president, Kaufmann De- 
partment Stores, Inc., Pittsburgh; A 
Merchandise Manager’s Viewpoint, 
Bruce McLeish, vice-president and 
general merchandise manager, Car- 
eon, Pirie, Scott & Company, Chi- 
cago; Summary by chairman of the 
Sales Promotion Division, Paul E. 
Murphy, advertising manager, Fred- 
erick Loeser & Co., Brooklyn. 
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2 When ~\.* 
A Pot of Gold Awaits You “& 
/n the Huge Compact Easily Reached 
and Little Exploited NEGRO MARKET 
0 


EW advertisers, far too few, but among them many of the wisest and shrewd- 
\ est, realize the tremendous and steadily mounting purchasing power of the 
American Negro. Others erroneously visualize him as a_ negligible, illiterate, 
unimportant consumer. It’s time for truths and facts about this great but 
inadequately exploited market which can be reached only 

through the NEGRO PRESS. 


NEGRO PURCHASING POWER NEGRO PURCHASING POWER NEGRO PURCHASING POWER NEGRO PURCHASING POWER NEGRO PURCHASING POWER NEGRO PURCHASING POWER 
$2,000 000,000.00 $2,000,000,000.00 


ee ae - «+ « « + »« _$2,000,000,000.00 - «+ « «  «$2,000,000,000.00 «+ + « « « + $2,000,000,000.00 + « « « «2 « ~$2,000,000,000.00 
(U. S. Dept. of Commerce TOTAL U.S. Exports .... German WORLD Imports . French WORLD Imports . . U. S. Exports to C. A., Argentine, Japanese WORLD soars othe 
Estimates for 1934 - « + $2,081,000,000.00 o « «Oa weneeneeese 38#= = = («6st tl tlt $1,499 ,000,000.00 Brazil, Chili, Mexico, The Indies, cs oh eee. oe $653 ,000,000.00 


Bermuda $808,400,000 


TREMENDOUS PURCHASING POWE 


this or any other country. And these news- 
papers are National in Character, not the 


“A TWO BILLION DOLLAR NEGRO MAR. 
KET”’—says the United States Department of 
Commerce. (Photostatic copy of this govern- 
ment report available upon request.) But just 
how big is $2,000,000,000.00? In money value 
it is equivalent to 95.5% of the combined total 
United States Exports to all countries in the 
world. It is larger by one-third of a billion 
than the entire imports of Germany, exceeds 
the total imports of France by one-half billion, 
tops the combined U. S. Exports to Argentina, 
Brazil, Chile, Mexico, Central America, the 
West Indies and Bermuda by nearly one and 
one-quarter billions and leaves the individual 


and one-half million of its sons and daughters 
gainfully employed right now. 


Does the Negro Spend and What does he Buy? 
A Negro’s pay-day releases a flood of dollars 
immediately. He pays cash. In proportion to 
his earnings he buys goods of better quality 
than the white man. Yet the Negro also saves. 
Over 7.5% of his income is devoted to life in- 
surance and similar cashable investments. A 
slave less than 70 years ago he is now an able 
citizen, owning 700,000 farms selling $664,000,- 
000.00 worth of crops, and selling $101,000,- 
000.00 worth of goods at retail to his fellow 


Negroes. His story is one of advancement only 
we in the United States can understand or be- 
lieve possible. 


What does the Negro read? He is 100% Negro 
in mentality and feeling. White media are not 
for him and are often belligerently against him. 
Their influence upon him is almost negligible. 
But he does read and believe and act upon the 
contents of the newspapers owned, written and 
edited by and for his Race. Consistently he 
pays more for his newspaper than does the 
white man—from 5c to 10c per copy, an evi- 
dence of true reader interest not duplicated in 


organs of political groups, not confined to 
petty local issues but devoted to the interests 
and news of the Negro Race. To an almost un- 
believable extent the Negro saves and rereads 
his newspaper and passes it on to other readers. 
As an Advertising medium it approaches a 
magazine in  productiveness—brings in  in- 
quiries, influences or creates sales, weeks and 
months after its date of issue. 


A Few Prominent Advertisers 
in the Negro Press 


Ford . Chevrolet . Wrigley . A & P . National 
Tea . N. Y. Central . Armour . Bayer’s Aspirin . 
Borden’s Milk & Ice Cream . Dr. Caldwell’s Syrup 
Pepsin . Ceresota Flour . Vaseline . Conoco . 
Cudahy . Schenley Distillers . Castoria . Standard 
Oil . Bond Bread . Golden Peacock . Lifebuoy 
. Creomulsion . Nadinola . Lux . Penetro . 
Phillips’ Milk of Magnesia . Lydia Pinkham . 
Penn. R. R. . K C Baking Powder . Morton Salt 
. Pillsbury Flour . Rinso . Rumford . S. S. S. . 
St. Joseph’s Aspirin . Vick’s Vapo-Rub . Sears 
Roebuck . Richfield Gas . Graham . Gulf Refin- 
ing . Moroline . Florsheim Shoe . Hupmobile . 
Ward’s Bread. 


world imports of such countries, as Japan, Hol- : q 
land, Belgium, Italy, Canada and British India = ‘The Negro Market Can Be Reached Through One Organization 
trailing anywhere from a billion and a quarter 


to a billion and one-half behind! P 


What is the character of this Market? It is a 
compact, segregated, easily reached, exceedingly 
receptive RACIAL GROUP, unified, homogene- 
ous; bound by the common bond of Color and 
Racial interests. The typical Negro is Ameri- 
can to the core and brought up in American 
traditions and buying habits, wanting what the 
white man has and getting it. Here is a young 
giant among the peoples of the world, with five ~ 


For the past 16 years, the W. B. ZIFF CO. has enjoyed international recognition for its services in 
connection with the Negro Field. Thus, one transaction, one contact, one responsibility serves to facilitate 
the placing and handling of your advertising campaign in the Negro Press. Today, a powerful, influential 
Negro newspaper with A.B.C. circulation (strongly recommended by the Ziff Co. and advertisers alike)—is 
at your service in any one of a number of key metropolitan centers. Of the 300 publications in this field 
there are many which fully live up to your most exacting requirements whether they be A.B.C. circulation 

. 100% coverage . . . lowmilline rates . . . merchandising cooperation, or , . . dealer influence. 

Through the ZIFF organization any interested advertiser can quickly summon a wealth of material on 
proper media, market conditions, racial characteristics, etc. A letter or phone call will bring you a 
thorough, exact statement as to the possibilities of YOUR PARTICULAR PRODUCT in the Negro Field. 

No obligation, of course, just address the W. B. Ziff Co. 


DEARB 0 RN ST-CH ICAGO wasiison 8768 


NEW YORK OFFICE ++ 551 FIFTH AVE* VANDERBILT 3-7300 
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The Supreme Court and the AAA 


As was expected following the de- 
cision of the Supreme Court of the 
United States on the NRA, the De- 
partment of Agriculture has already 
made it known that it has with- 
drawn the licensing features, to 
which much objection had been 
raised, from the amendments ex- 
tending the powers of the Agricul- 
tural Adjustment Administration. 
Likewise, the scope of the bill as to 
the products and businesses affected 
has been greatly reduced. 

The objective aimed at in the 
AAA measure was to give the De- 
partment greater powers over Amer- 
ican business than ever before en 
trusted to any governmental agency. 
Through the licensing features pro- 
posed in this bill, the Secretary of 
Agriculture would have been able 
to put out of business any company 
affected by the law which did not 
carry out his instructions to the let- 
ter. Business men saw the dangers 
inherent in the proposed legislation, 
and were prepared to fight it to the 
last ditch. 

The Supreme Court’s. decision 
makes it clear that extreme regula- 
tion of business, going beyond the 
clear limitations of the constitution, 
will not be permitted. While the 
power of the federal government to 
regulate interstate commerce is un- 
questioned, the court’s discussion of 
this subject makes it evident that 


this power cannot be strained be- 
yond a reasonable interpretation of 
what is provided in the constitution. 

From the standpoint of a com- 
pany carrying on a national busi- 
ness, the possibility of regulation by 
forty-eight different states is not 
entirely satisfactory; and current 
efforts of many states to extend 
regulation of business, largely for 
purposes of taxation, have created 
numerous problems. Nevertheless, 
the existence of forty-eight sovereign 
states as a check on the activities 
of a centralized federal government 
becomes of great importance when 
the latter attempts to impose a de- 
gree of regimentation foreign to the 
American conception of a free com- 
petitive system. 

Marketing processes, including 
prices, sales methods and advertis- 
ing, should be limited and _ re- 
strained only to the degree neces- 
sary to maintain fair competition, 
a condition already provided for 
under federal law. Within the area 
thus defined, business should have 
the opportunity to compete freely 
and effectively. Experience has dem- 
onstrated that in this way the pub- 
lic is best served, and initiative and 
enterprise are given their legitimate 
opportunity. 

In the American system, regimen- 
tation is an inadequate substitute for 
free competition. 


Chicago Welcomes the A. F. A. 


Chicago is entertaining the con- 
vention of the Advertising Federa- 
tion of America this week, its first 
opportunity to welcome the A. F. 
A. for a number of years. The con- 
vention, because of the importance 
both of the program and the prob- 
lems now facing the advertising 
field, should not only be well at- 
tended, but unusually interesting. 

The Chicago Federated Advertis- 
ing Club is the host of the conven- 
tion. By a happy coincidence, the 
new club rooms on the eighteenth 
floor of the Hotel LaSalle were 
completed and opened just in time 
to welcome the convention, with a 
tea scheduled there for Sunday 
afternoon as the initial entertain- 
ment feature of the convention. 

The Chicago club already has a 
membership well over 800, and is 
preparing to challenge the New 
York Advertising Club for leader- 
ship. The convention should stim- 
ulate interest in its activities, and 


help to accelerate developments in 
organized advertising work in Chi- 
cago. 

As one of the great advertising 
centers of the country, Chicago has 
a real stake in the success of the 
A. F. A. convention. The general 
and departmental sessions offer so 
much of direct and practical interest 
to all advertising and marketing ex- 
ecutives that everyone who has an 
opportunity to attend should register 
early and participate actively in the 
numerous important events which 
have been scheduled. 

From an entertainment standpoint 
those attending seem to be assured 
of a good time. The broadcasting 
companies, including NBC, Columbia 
and Mutual, have been unusually 
generous in providing talent, who 
will thus be seen as well as heard. 

The 1935 convention should be 
one of the most worth while in the 
long and useful history of the A. 
F. A. 


FITTING THE PROGRAM TO THE CUSTOMER 


—Collier’s. 


"Look, Lucy, he's listenin’ to his dog biscuits program!" 


Voice of the Advertiser 


Recalls Pioneering in 


Packaging of Tacks 

To the Editor: We have read, with 
much interest, the letter, “The Hum- 
ble Tack Gets a New Dress,” in the 
May 27 issue of ADVERTISING AGE. 

In this letter, W. A. Bates, of the 
advertising department of Steel Com- 
pany of Canada, Ltd., describes the 
development by his company, of a 
new improvement in tack packages. 
If, while reading the article, a person 
examined an Atlas Tack Corporation 
“flat-style”’ package, the description 
would fit perfectly. 

In August, 1933, the Atlas Tack 
Corporation released the first “‘flat- 
style” tack box advertising. For two 
years this campaign has been run- 
ning in hardware trade publications. 
The Aug. 4, 1933, issue of ADVERTISING 
AGE, Class & Industrial Marketing 
Section, carried a two-column illus- 
tration and article on this innovation 
in tack packaging. 

It will readily be seen, by compar- 
ing these dates, that our Canadian 
friend is a little late in claiming 
credit for developing a package which 
has been on the market for two 
years, and which received immediate 
acceptance by the trade. 

In justice to our clients’ foresight 
and initiative in developing this rev- 
olutionary idea, we believe credit for 
the “flat-style” tack package should 
definitely be given to its originator. 
The Steel Company of Canada, Ltd., 
may not have seen the Atlas package 
—stranger coincidences have occur- 
red—but we hope they will recognize 
prior claims in further publicity. 

WILLIAM Rosst, 
Rossi & Hirshson, Advertising, 
New Bedford, Mass. 
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Holdout Capitulates 
To the Editor: I don’t believe I 
have ever missed anything as I have 
ADVERTISING AGE. 
Here’s one “holdout” who is sign- 
ing up with the team again. 
CHARLES M. HatTcu, 
President, Hatch, Inc., Bank Adver- 
tising Counselors, Portsmouth, O. 


7. FF? F 
Wants Information 


on Dealer Premiums 

To the Editor: The writer is 
anxious to learn the present status 
regarding premiums to dealers and 
would appreciate any data, articles, 
opinions, etc., you may have on the 
subject. 

Am I right in assuming that to- 
day’s merchant would prefer actual 
promotional service, something that 
sells merchandise for him, to the re- 
ceipt of a premium, for general fam- 
ily use, for placing an order? 

Years back, I believe, this dealer- 
premium plan worked mighty fine 
but are not actual conditions such 
that for a manufacturer to do his 
best his dealer customers and pros- 
pects must have maximum consumer- 
selling assistance? A premium helps 


a manufacturer sell a certain type 
of dealer but I wonder how this 
dealer reciprocates in pushing the 
merchandise in question. 
MANUFACTURER, 
Buffalo, N. Y. 


Standard Routine 
Gets Results for Bank 


To the Editor: A new “business 
briefs” campaign which we have 
been placing for the First Wiscon- 
sin National Bank has aroused con- 
siderable comment in the past few 
weeks. 

Patterned after the formula of 
many a radio program, each “busi- 
ness briefs” advertisement follows 
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a standard routine—presenting high- 
lights and sidelights of business 
and financial news interspersed with 
an occasional “commercial.” 


The copy is running on the finan- 
cial pages of Milwaukee newspapers. 
It appears once a week, and the 
space used runs about 170 lines. 

Robert A. Brown is advertising 
manager of the bank. 


M. A. LEMKUHL, 
Scott-Telander Advertising 
Agency, Inc., Milwaukee, Wis. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE, 


No. 762. 
Markets. 
This brochure pictures the luxuries 

indulged in by yachtsmen readers of 

Motor Boating, and analyzes the rela- 

tion of this spending power to adver- 

tising success. 


No. 763. A New Survey! 23 Market 

Areas of Los Angeles County. 

The Los Angeles Times has con- 
densed in this booklet the findings 
of its exhaustive survey of the eco- 
nomic effect of unemployment and 
the readership of newspapers by 
charity families in its metropolitan 
area. Vari-colored cellophane pieces 
are included, to be used for quick 
sizing up of a four-color map of 
Los Angeles county. 


No. 764. Distribution of Circulation 
of the Detective Group. 

This folder provides a new break- 
down of circulation of The Detective 
Mysteries and Master Detective in 
urban and rural communities of the 
United States, in Canada, and in for- 
eign countries, based on the issue 
of December, 1934. 


The Cream of All Class 


No. 765. Trade Influence of Harper’s 
Bazaar. 


The value of the merchandise pro- 
motions conducted by Harper’s Ba- 
zaar for its advertisers is illustrated 
in this folder, which describes Shoe 
Style Week, staged in retail outlets 
March 4-9. 


No. 701. Describing a Merchandising 
Service That Builds Sales in Chi- 
cago. 

An interesting brochure explaining 
in detail how Creative Displays, Inc., 
operates in window display installa- 
tion work for national advertisers. 
The various forms and checks on in- 
stallers used are included and ex- 
plained. The booklet will give many 
advertisers a new idea of the inside 
workings of a display installation 
service. 


No. 755. Advertise! . 


A booklet on the purposes of ad- 
vertising, written in inspirational, 
dynamic style by James Mangan, and 
published by Collins, Miller & 
Hutchings, Inc., engraver. 


No. 729. Editorial Analysis of Nine 
Women’s Magazines for 1934. 


Needlecraft, the home arts maga- 
zine, classifies the editorial content 
of women’s magazines, as it has done 
for several years. A table shows the 
percentage of fiction, special arti- 
cles, needlework, fashion and other 
editorial material carried by pub 
lications in the field. 


No. 736. When Sissy Was a Battle 

Cry. 

The novel, “Little Lord Fauntle- 
roy,” appearing first in a magazine 
led to widespread purchases of lace 
collars and velvet suits for boys a 
generation ago, recalls this Cosmo- 
politan booklet, another installment 
of that magazine’s sales story of the 
relation of effective advertising to 
the emotional power of great fiction. 


No. 734. NBO Network Aireas. 


The National Broadcasting Com- 
pany presents in this volume figures 
and maps showing the number and 
location of radio families reachable 
through each of the NBC networks, 
red, blue, supplementary and Pacific 
coast. To furnish this data, two si- 
multaneous surveys were conducted, 
an engineering study of field 
strength, and an audience response 
study. The results of these studies 
were coordinated, to determine audi- 
ence location and density. For the 
first time, a complete total figure of 
“potential circulation” in the zones 
influenced by each NBC network and 
group is given. The book is a graphic 
presentation of data long awaited by 


advertisers. 
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All TOWER circulation in 1276 key markets 


@ No waste in thinly scattered and unprofitable circulation 


All active markets tested for volume sales 


@ Since 1930 ...27 markets closed; 99 volume markets opened 


1,150,690 TOWER families in cities over 10,000 


@ 149,310 in cities under 10,000, but all volume markets 


160,000 in New York; over 80,000 Chicago 


@ 477,911 TOWER families in cities of 500,000 up 


Active buyers where distribution is best 


@ Buying in drug, grocery, department stores, Woolworth’'s 


Buying for cash their favorite reading 


m@ NEW MOVIE, HOME, MYSTERY, SERENADE, TOWER RADIO 


TOWER MAGAZINES ‘INC. 


IN 1276 BUSY MARKETS - THE YOUNGER HOUSEWIVES’ MAGAZINES 
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yinance your home improvements 
thru the National Housing Act | 


The government's better housing 
program is used to advantage in 
this display card produced for 
Eagle-Picher Lead Company, Cin- 
cinnati, by Zipprodt, Inc., Chicago. 


Standard Oil 
Gives Up All 


Iowa Stations 


Chicago, June 6.—Standard Oil 
Company of Indiana has embarked 
upon a program of withdrawal from 
service station operation in Iowa, 
because of the drastic character of 
the chain store tax law recently 
enacted by that state. By June 30, 
the company will have leased out all 
of the 350 stations it now owns and 
operates. 

The 500 stations which have been 
leased by the company from other 
owners and are being operated by 
company agents will also be turned 
back to the owners, who will either 
cperate them as individuals or lease 
them to individual dealers. Standard 
will operate its bulk stations as be- 
fore, as their business is largely 
wholesale. All company signs will 
be removed from the service stations, 
and be replaced by types of signs 
regularly exhibited by dealers. 

The company will have to drop 
from its payroll some 800 employes 
at present operating owned stations 
and make some reductions in its 
administrative office forces. To as 
great an extent as feasible, present 
managers of stations will be given 
the opportunity to lease the stations 
and operate them as dealers. An 
effort will be made by the company 
to induce lessees to retain present 
helpers. 

The company took similar action 
in Indiana in January last year when 
a similar chain store tax went into 
effect in that state. 


Gas Association Plans ; 
Financing Corporation 


The American Gas Association at 
its annual convention in Chicago next 
October will act on a proposal to 
build up an installment financing 
corporation to facilitate consumer 
buying, as a means of meeting com- 
petition offered by the Tennessee 
Valley Authority, should the TVA 
survive the Supreme Court’s blow at 
NRA. 

The proposal was discussed at the 
association’s meeting in Atlantic City 
May 31. The corporation would 
finance purchases of modern cooking 
ranges, automatic water heaters, gas 
furnaces and other home equipment. 


Nemer Joins Frizzel 


Samuel N. Nemer, formerly asso- 
ciated with Corning, Incorporated, 
St. Paul advertising agency, as ac- 
count executive and secretary, has 
joined the staff of the Frizzel Adver- 
tising Agency, Minneapolis. Corning, 
Inc., discontinued business June 1, 
following the recent death of Leavitt 
Corning, president and treasurer. Mr. 
Nemer will continue to serve his ac- 
counts through his new connection. 


CANADIANS TAKE 
ACTION ON PRICE 
SPREADS REPORT 


Government Plans Protection 
for Consumer 


Ottawa, Ont., June 6.—As a sequel 
to the report of the Price Spreads 
Commission inquiry into mass buy- 
ing, the Canadian government plans 
to launch amendments to existing 
statutes, the effect of which will be 
to afford greater protection to con- 
sumers against fraudulent advertis- 
ing, short weight in packaged goods, 
inferior quality goods, and predatory 
price-cutting. 

There is also the possibility that 
the government will decide to set up 
standards of quality as has been done 
in Great Britain, where the endorse- 
ment, “British standard,” is now 
accepted in trade as an assurance 
of quality. 

Intimation of the government’s 
decision to proceed with the new 
reforms was announced by Prime 
Minister Bennett. The contents of 
the amendments will not be made 
public until they are submitted to 
the House of Commons. The pro- 
posed reforms will come under the 
jurisdiction of the Hon. R. B. Han- 
son, Minister of Trade and Com- 
merce. 

A blow is struck at price-cutting 
in the proposed amendment dealing 
with trade discounts, under which 
preferential discounts, rebates and 
allowances are barred on pain of fine 
and imprisonment. 


Price-Cutting Barred 


Fines and prison terms are also 
provided for individuals or corpora- 
tions engaged in a policy of selling 
goods in any area in Canada at prices 
lower than those exacted by the seller 
elsewhere in Canada, for purposes of 
destroying competition or eliminat- 
ing a competitor in such part of Can- 
ada; or who engages in a policy of 
selling goods at unreasonably low 
prices with the same object in mind. 

This proposal has already resulted 
in a bombardment of protests. Proof 
that the objective was to destroy 
competition or to eliminate a com- 
petitor may necessitate the employ- 
ment of a large staff of government 
mind-readers, it is claimed. Even 
where destruction is accomplished, 
proof that this was the objective may 
be hard to establish, it is asserted. 
Doubt is also being expressed that 
the federal government has the right 
to place such inter-provincial meas- 
ures in effect. 

The available outline of the amend- 
ments to the Weights and Measures 
Act shows that the National Re- 
search Council is to be given custody 
of primary standards, and the act 
will provide for enforcement of 
standards both as to quality, and the 
quantity in which packaged or 
canned foodstuffs may be sold. As 
determined by the Council, the 
weight of contents of packaged and 
canned goods will have to be shown 
on the container, while the govern- 
ment will fix the weight of the con- 
tainer which the dealer may include 
in the weight of goods packaged di- 
rectly for the consumer. Inspectors 
are to be appointed to check-weigh 
pre-packaged goods. 


Weights Regulated 


It is provided that, except for the 
weight of containers allowed where 
goods are sold over the counter and 
weighed in the presence of the cus- 
tomer, a penalty not exceeding $100 
and not less than $50 for a first 
offense, and not more than $250 nor 
less than $100 for a second offense, 
will be imposed when short weights 
are established. The same penalties 
apply to false or unjust scales, 
with the added penalty of impris- 
onment for a term not exceeding 
six months on the subsequent offense. 

The same misdemeanor, if proved 
against a corporation, will bring a 


fine of not more than $1,000 and not 
less than $500 for a first offense, and 
of not more than $5,000 and not less 
than $1,000 for each subsequent 
offense. 

It is understood that the right of 
the federal government to fix penal- 
ties for breaches of provincial legis- 
lation will be argued and probably 
carried into the courts. The situation 
is further involved because adminis- 
tration of justice has heretofore been 
considered to lie with the individual 
provinces, and, unless they choose to 
adopt these proposed penalties, some 
further time and effort will be re- 
quired to bring the enforcement into 
effect as a Dominion-wide practice. 

Other than his intimation that 
“fraudulent advertising” is to be 
abolished in Canada, the Prime Min- 
ister has made public no details of 
this proposed legislation except to 
state that misrepresentation of an 
article will be made subject to strict 
penalties under the criminal code. 


Re-Elect N. C. Kal 


Normal C. Kal, head of Kal-Wil- 
liams Advertising Agency, was re- 
elected president of the Advertising 
Club of Washington, D. C., at a re- 
cent meeting at the National Press 
Club. 


Selby Assigns 
_ Triple Duty to 
_ 10-Page Insert 


Portsmouth, O., June 6.— Selby 
— Company is making history in 
|the shoe trade and _ substantially 
augmenting its list of dealers by 
some smashing merchandising. 

The chain of events started with 
the May 25 issue of Boot and Shoe 
Recorder, in which Selby took the 
front cover and a ten-page insert in 
color to recite past accomplishments 
and elaborate advertising plans for 
the fall line, as well as to invite 
dealers to enter the Selby family. 

Not satisfied with this dominant 
advertising, the company suggested 
to suppliers that they could profitably 
tie up with the same issue. The re- 
sponse was so enthusiastic that an- 
other ten pages of advertising, fea- 
turing the Selby shoe, appeared in 
the same edition. 

The insert was re-printed and dis- 
tributed to a selected list of 2,500 
dealers. Salesmen just taking to 
the road were provided with blown- 


up copies of the advertisement, 


placed so that it would be revealed 
as they began to unpack. This triple 
threat is reported to have been 
effective not only in bringing dealers 
into the fold but in kindling antici- 
pation of consumer advertising plans 
for fall. 

Henri, Hurst & McDonald, Chicago 
agency, handles the account, with 
E. H. Weiss as account executive. 


Start Publication 


of “Cosmetician” 


Publication of The Cosmetician, a 
new monthly devoted to interests of 
beauticians of Southwestern states, 
was inaugurated with the June issue, 
by Southland Trade Journals, Fort 
Worth, Texas. Anthony Lewis, at 
one time advertising manager of the 
Fort Worth Record, is managing 
director. 

Officers of Southland Trade Jour- 
nals are: president, G. D. Babcock; 
vice-president, H. E. Babcock; and 
secretary-treasurer, J. H. McKnight. 


Radio Firm Appoints 

McMurdo Silver Corporation, Chi- 
cago, maker of the Silver Master- 
piece all-wave radio receiver, has 
appointed McJunkin Advertising 
Company, Chicago, to handle its ad- 
vertising. National magazine space 
is being used. 


$20” Grub Stake Enablod 
Which Has Produced 


> 


WHY THERE IS 


FOR ADVERTISERS IN 
THE SPOKANE MARKET 


95.7% since 1932 


distributed in Spokane area 
to March 31, 1935 


at Grand Coulee 


1934 over 1933 


April 1935 over April 1934, 
gain 38.9% 


gain 104.0% 


21.1%—April 1935 over April 
1934, gain 214.3% 


PAY DIRT 


Value of mineral output gains 


$13,673,000 in farm crop benefits 


62.4% gain in value of Inland Empire 
farm products, 1934 over 1932 
$63,000,000 power development 


Value of lumber output up 29.8% 


Retail sales 1934 over 1933 gain 28.1% 


Automobile sales 1934 over 1933 gain 
95.4%—April 1935 over April 1934, 


Building permits 1934 over 1933, gain 


assayer recognized the 
that had made fortunes 
since then, the ore body 
value of $178,204,517. 
and dividends $48,621 


When Kellogg made 


decade—was already 
Chronicle four. 


DISTRIBUTING THE 


LOADED WITH 5,661 
SPOKESMAN-REVIEWS 


totaled $108,467,841.31, 


LEAVES SPOKANE DAILY AT 
2:30 A. M. FOR MINING TOWNS 


in the building trades in 

Murray, Idaho, in Au- 
gust 1885 and N S. Kellogg, 
carpenter—with no federal 
housing program to help— 
appealed to O. O. Peck, a 
neighbor and Dr J. T. Coo 
er, local physician, to gr 
stake him on a mining 
prospecting >, They did— 
to the extent of $20. 


Corralling a stray burro, 
Kellogg set out hopefully for 
the South Fork of the Coeur 
d’ Alene river; and when sup- 
plies ran low, returned to 
Murray with samples of ore 
chipped from an iron-cappéd 
quartz ledge. Disappointed 


Cin the bua were dull 


by the fact that the specimens were not free milling, his 
financial backers soundly berated Kellogg. However, an 


samples as galena of the type 
in Colorado and developments 


were begun in what is now the Bunker Hill & Sullivan 
Mine of Kellogg. In the 50 years which have 


assed 
discovered as a result of the $20 


grubstake has produced ore with a total gross assay 


19. Net smelter returns have 
operating profit $55,905, 106.89, 


,322.78. The mine’s record of 
profits and dividend payments has continued through 
the depression, and it’s still going strong. 


his momentous discovery the 


Review—to become The Spokesman-Review within the 


two years old, the Spokane 


TWO OF A FLEET OF MOTOR DELIVERY CARS USED IN 


SPOKESMAN-REVIEW AND 


THE SPOKANE DAILY CHRONICLE 


LEAVES SPOKANE AT 1:45 P. M. 
DAILY FOR THE MINING TOWNS 
LOADED WITH 1206 
CHRONICLES 
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ADVERTISING AGE 


WALLACE SILVER 
CAMPAIGN WO0S 
SUMMER BRIDES 


Wallingford, Conn., June 7.—A 
comprehensive campaign embracing 
national advertising, point-of-sale ma- 
terial, and double truck business pub- 
lication spreads has been launched 
by R. Wallace & Sons Mfg. Company, 
maker of silverware, to reach the 
summer bride market. 

The Wallace Rose Point pattern. 
which was introduced successfully 
last year by an effective tie-up with 
rose point lace, is again featured. 
Last year’s special window displays, 
which reproduced an original oil 
painting, depicting the wedding of 
Napoleon III and Eugenie, with em- 
phasis on the bridal train of lace, 
furnished the inspiration for a new 
promotion this spring. 

This year leading dealers were 
furnished a centerpiece for window 
use in which the exact detail and 
design of a Rose Point spoon were 


reproduced in lace on a background 
of black velvet. This was mounted 
on a display easel. 

The window piece was designed by 
Earl Charlemagne Whitney and ex- 
ecuted in lace by Carl Phillips, 
authority on lace. 

Magazines carrying Wallace copy 
in the spring and summer drive in- 
clude House & Garden, House Beauti- 
ful, Harper’s Bazaar, So Yow’re Go- 
ing to Be Married, Town and Coun- 
ery, and Vogue. Rose Point and 
several other popular Wallace pat- 
terns are shown in_ illustrations. 
Copy points out that the company 
this year completed “100 years of 
craftsmanship.” 


Tells Romantic Tales 


Backing up the consumer cam- 
paign, Wallace is using double trucks 
monthly in Jewelers’ Circular—The 
Keystone, for a series of advertise- 
ments entitled “Little Stories of 
Silver.” This series has _ proved 
highly effective in arousing retailer 
interest, according to Charles H. 
Gregory, sales promotion manager. 
Letters of commendation have come 
from many sources. Among admir- 
ers of the series is a jewelry firm 
in India. 

Some of the 
Silver” 


“Little Stories of 
are captioned “Benvenuto 


Cellini,” “Discovery of Silver in 
America,’ and “Cleopatra’s Banquet 
to Anthony.” The last-named ad- 


vertisement stressed the Egyptian 
queen’s lavish use of silver. 

Wallace has made a_ successful 
tie-up with the French Line, on its 
Normandie silverware pattern, and 
has arranged window displays in 
which the pattern is associated with 
the new French luxury liner. To 
date these cooperative displays have 
been staged at seven French Line 
branch offices. 


Robert F. Walker 
to “American Weekly” 


Robert F. Walker, who was for- 
merly with H. W. Kastor & Sons Ad- 
vertising Company, has joined the 
Chicago staff of The American 
Weekly. 

Prior to his service with Kastor, 
Mr. Walker was an account executive 
with Blackett-Sample-Hummert, Inc. 


Stations Appoint 


Stations WIS, Columbia, S. C., 
WCSC, Charleston, S. C., and WNOX, 
Nashville, Tenn., have appointed 
Free, Johns & Field, Inc., Chicago, as 
national] sales representatives. WIS 
is an affiliate of NBC, and WNOX is 
a CBS station. 


enter to Locate Mine 


og 


W& marks THe |. 
SPOT WHERE THE 
ORE BODY WAS FOUND. 


Kellogg and other thriving 
mining towns are part of a 
tremendously productive 
Inland Empire which—like 
Spokane—looks to The Spokes- 
man-Review and Spokane Daily 
Chronicle for regional and world 
news—looks to these news- 
papers because not within 110 
miles by highway outside Spo- 
kane is there another daily 
paper with even 2,300 paid 
subscribers. 


You see at once what that 
means Grubstaked with an 
advertising appropriation and 
using just these two pioneer 
dailies, you can stake your 
claim both in Spokane and the 
tributary area Mighty few 
markets like it—and still fewer 
where pay dirt for advertisers 
1s so plentiful right now. 
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THRIVING MINING CENTER IN SPOKANE SUBURBAN AREA 


Ore 


TOTAL GROSS ASSAY 
VALUE OF ORE 
RECOVERED 
BUNKER HILL 
& SULLIVAN MINE 
« 

Ist 27 Years* $52,978,903.87 
1913........ 3,890, 139.16 
Aust 3,362,498.96 
ee 4,177,819.20 
a... ccs 6,253.048.40 
p08T........ 9,584.963.40 
1018: .....5 6,094,285.69 
ee 5,093,825.78 
1920........ 6,.915,140.75 
eee 4,612,444.96 
1922........ 5.171,228.19 
1923........ 5,968,275.09 
1924 ....... 6,755,521.90 
i 7,766,169.74 
1926........ 7,202,042.50 
1927... 6,910,720.58 
1928........ 6.71 1,631.12 
1929........ 7,188,837.42 
BO icxcs’s 5,921,999.03 
1931........ 4,604,284.68 

— 1932 3,385,038.34 
= 1933........ 4,076,743.42 
1994........ 3,578,955.01 
$178,204,517.19 

* May 1886 lo Dec 31, 1912 


THE SPOKESMAN-REVIEW: Spokane Dnily Chronicle 


OVER 90,000 COMBINED CIRCULATION -- 85° UNDUPLICATED (POLK) FOR A MARKET OF 


101,247 URBAN FAMILIES 
NATIONAL ADVERTISING REPRESENTATIVES 


JOHN B. WOODWARD, INC., NEW YORK — CHICAGO — DETROIT — KANSAS CITY — SAN FRANCISCO 
COLOR REPRESENTATIVES — SUNDAY SPOKESMAN-REVIEW MAGAZINE AND COMIC SECTIONS — ASSOCIATED NEWSPAPER COLOR, INC. 


FATHER TIME IS FOILED BY G-E REFRIGERATOR 


A. 


Current display for G-E in which Father Time is brought into play to 

a the value of the five-year protection plan on the refrigerator. 

n a variation of this display, Father Time appears inside the refrigera- 

tor, futilely hacking away at the Super freezer while a circular band 
revolves and reveals a number of sales arguments. 


BETTER SELLING 
HELD SOLUTION 
TO ALL WORRIES 


Goode Admonishes Adver- 
tisers to Get Busy 


New York, June 6.—A clarion call 
for more and harder-hitting adver- 
tising and selling has been sounded 
by Kenneth Goode in his new book, 
“Move Your Merchandise,” published 
by Greenberg. Mr. Goode elaborates 
on the thesis that the only thing 
that will start the wheels to turn- 
ing at full speed is more selling, 


which automatically answers all 
other economic problems. 
American manufacturers are a 


good deal like the old farmer who 
was approached by the representa- 
tive of an agricultural school, in Mr. 
Goode’s opinion. He explained that 
it would be useless for him to attend 
a school, because “I ain’t farming 
now half as well as I know how.” 

Most business men are too busy 
worrying about the gold standard, 
the reasons influencing the behavior 
of the stock market, or some other 
obscure question to concentrate on 
the business at hand—selling more 
goods. 

“While one-fifth of the population 
of New York City was living on $10 
a week relief,” commented Mr. Goode 
ironically, “the billions daily talked 
of in the newspapers completely ex- 
hausted the reserve stock of zeros 
and rushed type foundries into in- 
creased cipher production. 

“Generally our executives have 
both an economic and a competition 
complex. When competitors can’t 
afford to compete. they sit out cycles 
together in mutual misery.” 


Tells of Code Abuses 


Mr. Goode quotes from Lincoln 
Filene’s book to show the abuses 
most mentioned in the first 200 codes 
adopted. Selling below cost was the 


favorite sin. Giving bonuses, re- 
bates and unearned discounts was 
the next favorite way of getting 
business, while bribery was relied 
on by a large number. Defamation 
of a competitor came fourth, while 
failure to report prices was fifth. 
Discrimination between customers 
came next, followed by misrepre- 
sentation. Other methods which were 
quite common were interference with 
contractual relations, price cutting, 
improper invoicing, false or mislead- 
ing advertising and false branding or 
marking. 

“Getting goods into consumers’ 
hands,” continued Mr. Goode, “is only 
one small part of the job selling must 
do; its first job, but in some respects 
the least important. Selling’s second 
job is getting goods out of the pro- 
ducers’ hands. Its third is to keep 
the nation’s working capital turning 
fast enough not only to contribute an 
atmosphere of prosperity, but to cre- 
ate enough painless profits to support 
our financial and governmental struc- 
ture.” 

Mr. Goode predicts that we are 
entering an era of streamline selling, 
which he defines as follows: 

“Streamline selling means that the 
process of selling will be designed 
into the article, that the cost of sell- 
ing will be designed into the article, 
that profits to the maker, the seller 
and the purchaser—all will be de- 
signed into the article. 

“Article and customer will be 
manufactured together in a single 
sweep. Each production job will be 
seen to end with the finished cus- 
tomer, as obviously as it starts with 
the raw material. Once the cus- 
tomer is visualized as the end—and 
therefore the beginning—of all busi- 
ness, costs will be figured on the 
entire job in a single, smooth, un- 
broken chain, from the mine to the 
Mrs., as it were.” 


S. F. Whipple, Ad Manager 
for 53 Years, Dies at 84 


S. Foster Whipple, 84, advertising 
manager of the Lowell, Mass., Cou- 
rier-Citizen for 53 years, died June 2 
of injuries suffered when he was 
struck by an automobile. 

Surviving are his wife and three 
sons, one of them a feature writer 
for United Press in New York. 
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CONSUMERS TOLD 
HARD WORK LIES 
BEHIND EACH AD 


Peabody Shatters Illusions 
of General Public 


New York, June 7.—Behind each 
lies months and 
sometimes years of study of prod- 
ucts, markets, and buying tastes, 
Stuart Peabody of The Borden Com- 
pany, chairman of the board of the 
Association of National Advertisers, 
declares in an article appearing in 
the June issue of Review of Reviews. 

The article, entitled, “Inspiration 


or Perspiration,” is another example 


of the current trend to give the con- 
sumer an insight into the advertis- 
ing business. 

By means of many examples, Mr. 
Peabody shows how the advertising 
man’s fact-digging, preparatory to 
final appearance of the advertise- 
ment, saves money for the manufac- 
turer and ultimately for the con- 
sumer. Modern advertising is the 
result of combined efforts of men in 
advertising, aided by economists, 
psychologists, mathematicians, and 
scientists, he points out. 

“Advertising has gained eminence 
by slow and painful steps,” the Bor. 
den executive declares. “Not long 
since, it was a gangling infant. Its 
idiom was ballyhoo and bombast. It 
has had its growing pains. But ad- 
vertising is coming of age. Today 
it is based on research and facts. 
And above all, on hard work.” 

In tracing the development of an 
advertising campaign, Mr. Peabody 
also reveals his convictions in re- 
gard to proper methods of distribu- 
tion and the most effective type of 
copy. 

Analyzes Distribution 


There are three principal methods 
of distribution, the Borden executive 
points out. One method, in which 
the manufacturer sells direct to the 
consumer, is used only by a few con- 
cerns, he states. A second method, 
manufacturer to wholesaler to re- 
tailer to consumer, is utilized in the 
distribution of many articles. 

“Indeed that is its worst feature,” 
Mr. Peabody says. “Already the 
wholesaler is so loaded up with 
products that he cannot give much 
time to any. of them. 

“Which is probably a very good 
reason why a third method came 
into being. In it, the wholesaler is 
left out. The manufacturer sells di- 
rect to the retailer and the retailer 
in turn sells to the consumer. This 
is quite right. The retailer is 
equipped to do it. He can stock your 
product and display it. Given the 
proper support he can sell it. 

“IT say that because when a man- 
ufacturer succeeds in getting the re- 
tailer to buy a small quantity of his 
goods he has no assurance that they 
will be sold. The manufacturer 
should help the dealer out. He 
should create in people a desire to 
buy his product. One way is to 
advertise.” 

The strength of advertising copy 
today is presentation of “facts of 
performance, actual savings, reasons 
why,” Mr. Peabody declares. 

“Here is a page advertisement in 
a popular magazine,” he says. “Our 
eye is attracted by the picture, then 
by the caption. It drops to the ad- 
vertiser’s message. This ad has been 
put together out of sound experi- 
ence. It contains no lyrical word 
painting of the product, but plain 
statements of worth.” 


Removes Illusions 


In breaking down common illu- 
sions about advertising men, Mr. 
Peabody says that most people be- 
lieve they are “individuals who can 
picture anything from hardware to 
silverware, so alluringly that you 
suffer till you own it,” that adver- 
tising is not really work, but largely 
inspiration. This conception was 
developed, he says, through plays 
such as “It Pays to Advertise’ and 


WOMEN'S LEADER 


Josephine Snapp, A. F. A. vice- 

president, who will look after the 

interests of women attending the 
convention 


books such as “Tono-Bungay” and 
“Babbitt.” 

“Advertising has shown itself in 
many lights. We have smiled at its 
superficialities, the antics of its 
adolescents, certain of its extrava- 
gances, its occasional exhibitions of 
bad taste. But have many of these 
been typical? Are they true of the 
business as a whole, or the offenses 
of a small but conspicuous minority? 
Or has advertising shown itself a 
worthy member of the community? 
Is it based every step of the way, 
on facts?” 

Integral parts of modern adver- 
tising are close study of the product 
by advertising men, consumer sur- 
veys to discover what the public 
thinks about the product, and re- 
search to keep the product up to 
date, the writer states. 

The advertising man hunts for 
facts when he helps to plan new 
products, Mr. Peabody emphasizes. 
He must discover whether the prod- 
uct is “right,” in other words, 
whether it adequately fills a need, 
whether it is priced right, and 
whether it is in units of the right 
size. 

A Lot of Work 


The importance of correct pack- 
aging, and the place of the market 
research man are stressed by Mr. 
Peabody. After the product has been 
studied and the market analyzed, 
the advertising man’s next problem 
is to find advertising mediums suited 
to his needs. To be sure that his 
advertising fund is well spent, con- 
stant checking and re-checking of 
the worth of mediums is necessary. 

Study of the correct appeal for 
advertising copy pays dividends, Mr. 
Peabody says, citing the case of a 
manufacturer of incense who ques- 
tioned 20,000 housewives and found 
that they purchased incense to rid 
their homes of disagreeable odors. 

“He changed his advertising. In- 
stead of the ‘exotic glamour’ theme, 
his ads now stress the idea—‘Per- 
haps your house has a bad odor.’ 
Sales have gone up 80 per cent.” 

In regard to copy-testing, Mr. Pea- 
body points out that communities 
selected for tests must be typical of 
the manufacturer’s market as a 
whole, and the stores he uses must 
be average. 


Pennsylvania Outdoor Men 
Combat Proposed Taxes 


Outdoor advertising interests in 
Philadelphia and throughout Penn- 
sylvania have sent representatives 
to Harrisburg to oppose passage of 
House Bills 346 and 2712, the former 
requiring an annual state license of 
$100 for persons, etc., engaged in out- 
door advertising, together with an 
excise tax of three cents tor each 
square foot of surface used for ad- 
vertising purposes. 

The latter bill differs from the first 
only in that it fixes an annual excise 
tax of five cents per square foot, and 
specifies that proceeds are for old 
age assistance. Both bills are before 
the ways and means committee. 


ORCHESTRA FINDS 
MODERN METHODS 
SELL THE SEATS 


Philadelphia, Pa., June 7.—Enter 
Orpheus, through the portals of high 
pressure advertising and promotion, 
into green and greener pastures! The 
Philadelphia orchestra is swinging 
into the first professionally promoted 
sales and advertising campaign ever 
undertaken by a major symphony or- 
chestra. ; 

A trail blazing idea, about which 
the whole drive is built, features the 
first sale of symphony orchestra sub- 
scriptions on the installment plan, as 
a matter of established policy. 

Before 1929, every performance of 
the famous local organization had 
been a sell-out. But with the depres- 
sion came cancelled subscriptions. 
To meet the needs of music lovers 
handicapped by reduced incomes, the 
new income subscription plan has 
been created, allowing for either 
monthly or quarterly payments, start- 
ing with a low of $2.50 down, for the 
lowest priced seats, 

Alfred Reginald Allen left J. M. 
Mathes & Co., New York, to become 
manager of the orchestra Feb. 18. 
He was at one time a member of the 
staff of N. W. Ayer & Son, Inc., and 
upon taking over his new duties, 
sought advice of former associates in 
the Ayer organization. The agency 
offered to develop and stage a com- 
plete campaign for the orchestra. 

Large space in all Philadelphia 
newspapers launched the drive, and 
the result at the end of the first two 
weeks was a 100 per cent return on 
the investment. It is planned to con- 
tinue the drive until the 4,000 seats 
in the Academy, where the orchestra 
holds forth, have all been sold. 


Put on Big Drive 


The Ayer organization built up a 
complete sales organization of 450 
young women, headed by Mrs. Alex- 
ander Biddle, Philadelphia socialite. 
Most of the workers were drawn 
from the Junior League and other 
society groups. The regular sales 
convention technique has been em- 
ployed throughout, with score card 
and quota thermometer in the cam- 
paign offices, weekly luncheons for 
workers, and prizes. Window cards, 
and a speakers’ bureau furnishing 
women’s clubs with speakers, are 
also utilized. 

One-minute spot radio transcrip- 
tions are being used on local radio 
stations. Posters are being placed, 
and personal calls are being made by 
workers at all schools and conserva- 
tories. Teachers’ associations have 
circularized their memberships. 

Newspaper advertising ran daily 
for more than a week and included 
endorsements of the income subscrip- 
tion plan by Toscanini, Nelson Eddy, 
and other notables of the music 
world. All advertisements were cou- 
poned for a folder giving details of 
the payment plan. 


Pease Made Executive 
Vice-President of Penton 


J. D. Pease, who for some years has 
served as vice-president of the Penton 
Publishing Company, Cleveland, was 
elected to the newly-created office of 
executive vice-president, at a meeting 
of the company’s board of directors 
May 27. The number of vice-presi- 
dents was increased from one to 
three. F. V. Cole, G. O. Hays, and 
E. L. Shaner were elected to these 
offices. Mr. Cole continues as secre- 
tary of the company. 

Mr. Shaner continues as editor of 
Steel, and editorial supervisor and 
vice-president of Johnson Publishing 
Company, Mr. Hays as business man- 
ager of Steel and Daily Metal Trade, 
and Mr. Cole in charge of all activi- 
ties of Power Boating and Marine 
Review. 


Gets Tacks Account 


W. W. Cross & Co., Inc., East Jaf- 
frey, N. H., maker of Cross steri- 
lized tacks, has appointed Wm. B. 
Remington, Inc., Springfield, Mass., 


as its advertising agency. 
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Vacuum Cleaner 
Drive in East 
Smashes Quota 


Philadelphia, Pa., June 6.— The 
Electrical Association of Philadelphia 
has credited advertising with piling 
up sales to a point just 870 units in 
excess of the association’s quota in 
its annual spring vacuum cleaner 
campaign. 

The drive lasted one month and 
produced sales of 2,870 new floor 
model electric cleaners with a total 
retail value of $120,500. The average 
price was $43.50. 

The association's offer of a free 
table lamp with each cleaner sold 
was featured in newspaper advertis- 
ing, together with copy outlining the 
merits of electric cleaners. In addi- 
tion to large displays in newspapers 
in the city and suburbs, copies of ad- 
vertisements were distributed by 
dealers, and radio time was used for 
a series of programs directed to 
women. 

Nineteen manufacturers and dis- 
tributors, including one utility com- 
pany, joined in the promotion effort, 
which covered Chester, Philadelphia, 
Delaware, Montgomery, and Bucks 


counties. Ten makes of cleaners were 
represented. 

Estimating their possible market 
on records of similar campaigns in 
1933 and 1934, which yielded sales 
totals of 1,310 units and 2,270 units, 


respectively, association members| 


fixed 2,000 units as their quota this 
year, George R. Conover, managing 
director said. Advertising is given 
full credit for the impetus which 
earried the drive 870 units beyond 
this mark. 

The association has just concluded 
its fourth annual one-week exposi- 
tion of electrical household equip- 
ment, with a 25 per cent gain over 
1934. It is currently using news- 
paper space to promote electrical 
gifts for June brides, and for an 
electrical refrigeration campaign 
sponsored jointly by Coldspot, Elec- 
trolux, Frigidaire, General Electric, 
Gibson, Grunow, Kelvinator, Leonard, 
Norge, Stewart-Warner, Westing- 
house, and Williams Ice-O-Matic. 


Names Cowan & Dengler 

Cowan & Dengler, Inc., New York, 
has been appointed by Alliance Dis- 
tributors, Inc., New York, to develop 
plans for advertising William White- 
ley’s Scotch whiskies to the retailer 
and consumer. The Whiteley whis- 
kies are King’s Ransom, House of 
Lords, Whiteley’s Liqueur, and Auld 
George. 


Plan Big Drive 
For Gilbey Gin 


New York, June 7.—A new com- 
pany, W. & A. Gilbey, Ltd., of Dela- 
ware, shortly will start an extensive 
campaign on Gilbey gin which will 
embrace at its peak between 125 and 
150 newspapers. 

Seton Porter, president of Na- 
tional Distillers Products Corpora- 
tion, was elected president of the 
new company, which will make the 
famous English gin in America, at 
a meeting held at the National Dis- 
tillers’ offices. The firm will be 
owned jointly by this organization 
and W. & A. Gilbey, Ltd., of Great 
Britain. 

Work is starting immediately on 
building distribution in all sections 
of the country where liquor sales 
are legal, and the release of adver- 
tising will follow. Distribution ef- 
forts will be speeded by use of the 
Penn-Maryland sales organization. 

The advertising campaign is being 
developed by Topping & Lloyd, Inc. 


Will Golf for Day 


Toledo Typothetae will hold a golf 
tournament at the Heatherdowns 
Country Club June 10, with a dinner 
and entertainment following. 


THE CENSUS 
CALLS THEM 
“PENNSYLVANIANS”” 


BUT... 


ae ‘ : 


theyre buying their food in New England 


Unusual? Not at all. Over 3,000,000 
people from Pennsylvania, New York, 
Ohio and other states do the same thing. 
Because they spend all or part of their 
summers in New England— increasing 
New England's sales of foods, drug 
products, gasoline and other recreational 


needs by $500,000,000. 


Naturally, most of these visitors have 
a radio in their car and at their summer 
home. Naturally, too, most of them 


listen to WTIC. 


— ever 1,000,000 

outside of the state 

Connecticut Tercentenary 
Exercises this Summer 


No other form of summer advertising 
offers such a tremendous bonus cover- 
age, without extra cost, as WTIC. An 
audience of 1,500,000 in the primary 
coverage area; 680,000 additional in the 
secondary coverage area (Jansky & 
Bailey Survey figures). And a guest 


audience of many hundreds of thousands 


more. All with purchasing power far 
above average. 

Talent is available at WTIC for the 
skillful staging of any type of program. 


Full particulars on request. 


HARTFORD - 


NEW YORK OFFICE, 220 EAST 42nd STREET 
CHICAGO OFFICE, 203 N. WABASH AVENUE 


WTIC 


50,000 WATTS 


CONNECTICUT 


The Travelers Broadcasting Service Corporation 
Member New England and NBC-WEAF Networks 


PAUL W. MORENCY, General Mgr. 


JAMES F. CLANCY, Business Mgr. 


J. J. WEED, Manager 
Cc. C. WEED, Manager 


CASH CUSTOMERS 
GET BREAK UNDER 
NEW RETAIL PLAN 


Department “Store Shifts 
Charge Account Burden 


Philadelphia, Pa., June 7.—Straw- 
bridge & Clothier, Philadelphia de- 
partment store, last week announced 
in full-page newspaper advertising 
throughout the Philadelphia area a 
discount plan hailed by merchandis- 
ing circles as the most significant 
development in retailing in recent 
years. 

The new policy offers customers a 
two per cent discount on cash sales, 
a one per cent discount on charge 
accounts paid within 30 days, and 
extension of the normal credit period 
from 30 to 60 days. Carrying charges 
on deferred payment accounts start 
at the end of the 60-day credit period. 

Some merchandising authorities 
predict that this reform in retailing 
policy will prove a marked stimulant 
to sales, if generally adopted. 

Herbert J. Tily, president of the 
store, which has an annual sales vol- 
ume exceeding $23,000,000, announced 
that the plan was developed to re- 
move “discrimination” against the 
cash customer and the charge account 
customer who pays his bills promptly. 

It is also designed, he said, to in- 
crease consumption by turning into 
the channels of retail trade large 
sums now entailed in carrying charge 
accounts. Only a few items, for 
which manufacturers fix prices, will 
be excepted from the plan. 


Merchandises New Plan 


Less than half of the department 
store sales in the United States are 
cash transactions, Mr. Tily said, add- 
ing that the cash customer and 
others who pay their bills on time 
are now being “penalized to help sup- 
port the system under which many 
customers permit their bills to run 
month after month.” Discounts will 
be payable in cash or merchandise. 

In addition to use of newspapers in 
Philadelphia, and in Camden, N. J., 
Wilmington, Del., Chester, Norris- 
town and Coatesville, Pa., and some 
smaller communities, the store is in- 
augurating a daily 15-minute pro- 
gram from station WFIL, with music 
and skits featuring the new plan. 

“We are convinced,” Mr. Tily said, 
“we shall save enough in bookkeep- 
ing, interest and quicker turn-over 
of cash to pass this saving on to 
customers in cash discounts. If it 
stimulates sales sufficiently, we will 
be able to reduce prices.” He voiced 
the hope that the cash discount plan 
would be taken up by other stores. 

The store’s new policy is viewed 
in some quarters as a move to get 
cash business and fortify the store’s 
position against chain and other 
stores which transact business only 
on a cash basis, with lower price 
mark-ups. 


Newark Store Starts 
New Credit System 


Newark, N. J., June 6—A plan to 
increase buying power of persons 
with limited budgets has been placed 
in operation by Kresge Department 
Store here. The store is issuing “let- 
ters of credit” to customers. 

Under the plan, the customer 
makes application for a _ definite 
amount of credit. A letter is issued 
which is good for purchases of any 
articles up to the amount provided. 
Persons with charge accounts also 
may use the “letter of credit” plan. 


Field’s Pays Interest 
on Savings Accounts 


Chicago, June 6.—Marshall Field 
& Co. has announced “a brand new 
Christmas savings plan.” Interest 
at six per cent per annum will be 
added to all payments made in ad- 
vance to apply toward the purchase 


GIVES WOMEN'S SIDE 


Mrs. Emily Newell Blair, one of 


the featured speakers at the 
Wednesday general session of the 


of Christmas Savings Certificates, re- 
deemable in merchandise. 

The interest will be calculated on 
each payment from the date made, 
to Dec. 1, when interest will cease. 
The savings certificates for the total 
payments plus accrued interest will 
be issued starting Nov. 25, and will 
be accepted in payment for merchan- 
dise by Marshall Field & Co. and The 
Davis Store, owned by Marshall Field 
& Co. “Small regular payments will 
insure a happy, bounteous Christ- 
mas,” newspaper copy declared. 


Chaffee New 
Publisher of 
‘The Chicagoan’ 


Chicago, June 6.—Purchase of The 
Chicagoan, smart monthly magazine, 
and resumption of publication July 
20, when the August issue will ap- 
pear, was announced this week by 
Robert E. Chaffee. The new com- 
pany has established headquarters at 
407 S. Dearborn St. 

While educated as an attorney, Mr. 
Chaffee has devoted most of his time 
to the publishing field. He directed 
several cooperative publishing ven- 
tures for colleges and founded The 
Racquet, successful tennis magazine. 

Milton S. Mayer, late of the Chi- 
cago Evening American, and a con- 
tributor to Vanity Fair and other 
sophisticated magazines, will be edi- 
tor of The Chicagoan. John Merry- 
weather, well known Chicago artist, 
will serve as art director. 

A wealth of talent has been made 
available through creation of an ad- 
visory board comprised of Howard 
Vincent O’Brien, columnist of the 
Chicago Daily News; Charles H. Me- 
Dougall, art director, Batten, Barton, 
Durstine & Osborn; William E. Kitt- 
redge, director of typography, R. R. 
Donnelley & Sons Company; G. Ray 
Schaeffer, advertising manager, 
Marshall Field & Co.; Ernest Byfield, 
Hotel Sherman, and several others. 


New Company Formed 
to Publish “Fact” 


The Greylock Corporation, pub- 
lishing company, has been organized 
at 342 Madison Ave., New York, with 
O. D. Keep, until recently promotion 
manager of Fortune, as chief stock- 
holder and director. The new com- 
pany’s first publication is Fact, two- 
year-old weekly index of news facts 
and figures. 

Other directors of Greylock Cor- 
poration are Gerhard Hirschfeld, 
editor of Fact and its founder; C. D. 
S. Keep, president of Previews. real 
estate clearing house; Roger Barton, 
of Daniel Starch & Staff; Attorney 
Coudert Nast, a director of Conde 
Nast Publications: Henry Prescott, 
president, Ace Color Corporation; 
and Archbold Van Beuren. 


Art Group to Exhibit 


An exhibition of the work of mem- 
bers of The Associated Artists & 
Studios of Illinois will be held in the 
men’s store of Carson Pirie Scott & 
Co., Chicago, June 10-22. 
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June 10, 1935 ADVERTISING AGE 


But it is eloquent « Three people sat at this luncheon table, planning 
where to advertise a fashion product— A MANUFACTURER, A WOMAN STYLIST 


and AN ADVERTISING AGENT. In the heat of their discussion, they let loose 
in pencil on the damask tablecloth. 


| THE MANUFACTURER was graphic about buyers’ reactions and practical 
promotions. 


THE STYLIST got so excited about the action photography that she drew 
a lady leaping across the tablecloth. 


THE ADVERTISING MAN jotted down the soaring circulation—the newsstand 
sale, the astounding percentage of business recovery and, of 
course, the longer life the Bazaar offers the advertiser. 
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Summer Rival 


Of Mint Julep 
Is Given Debut 


Minneapolis, Minn., June 8.— The 
first intensive promotion in the 
United States of a new hot weather 
beverage, mint-flavored tea for use 
in iced tea, has been launched by 
the North Central division of the In- 
dependent Grocers Alliance. 

I. G. A.’s regular “powor merchan- 
dising” plan was followed. Five five- 
minute spots were used yesterday 
and today on WCCO, Minneapolis; 


WDAY, Fargo; WHO, Des Moines; 
and KFYR, Bismarck, for a total of 
20 spots. 

Customers were offered a chrom- 
ium coaster for iced tea glasses, and 
an iced tea spoon with each quarter- 
pound purchase of the mint-flavored 
tea. Additional sets of four coasters 
could be purchased for 20 cents. The 
tea was competitively priced. 


Introduction of mint-flavored tea 
followed an intensive study, which 
disclosed an increasing number of 
people using fresh mint in iced tea. 
IGA developed a method for proper 
blending of dried spearmint leaf with 
tea. Consumer tests were then made, 
with highly favorable results. 


The product was introduced 
through the 530 stores in the North 
Central division served through 
Winston-Newell Company, Minne- 
apolis. These stores are located in 
Minnesota, Iowa, North and South 
Dakota, eastern Montana, and west- 
ern Wisconsin. Promotion for the 
North Central division of IGA is 
handled by The McCord Company, 
Inc., of this city. 


Raybestos to Wales 


Wales Advertising Company, Inc., 
New York, has been made advertis- 
ing agency for Raybestos-Manhattan, 
Inc., brake lining manufacturer, 
Bridgeport, Conn. 


Map Shows 
Omaha’s Trade Territory 


® 8 Nebraska Counties 
© 4 Iowa Counties 


100 Omaha families! 


% 


Town 


“’ COVERAGE 
of Omaha's Trading Territory 


@ Now, more than ever before, you can do a real job in the Omaha 
territory with ONE NEWSPAPER, the World-Herald. 


In Omaha’s 12-county trade territory, including Omaha, Nebr. and 
Council Bluffs, Iowa—there are 88,236 city-and-town families. 
Omaha World-Herald reaches 67,175 of these homes—76%—approxi- 
mately 50% greater coverage than any other newspaper. 

In Omaha, alone, 96 World-Heralds are now sold daily for every 
Even more important, 86% of Omaha’s families 


receive their World-Herald direct by carrier boy! 


Way ahead in advertising lineage . . . carries more news . . . Wire- 
Photo service . . . is more active locally . . . leads all ways! 


Total Circulation—DAILY, 127,417; SUNDAY, 125,320 (Feb., 1935) 
O'MARA & ORMSBEE, Inc., National Advertising Representatives 
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INTERSTATE AD 
TAX CASE GOES 
TO HIGH COURT) $ 


Missouri Dailies Fight Retail 
Levy 


Kansas City, Mo., June 7.—A test 
case, challenging the right of the 
state of Missouri to tax newspaper 
advertising that may be classified as 
interstate business, now is pending 
before the supreme court of that 
state. The decision may well be of 
nation-wide interest, in view of the 
increase of sales taxes all over the 
country in recent years. 

The suit was brought by the Kan- 
sas City Star, in an effort to clarify 
the provisions of a law known as the 
Missouri Retailers’ Occupational Act, 
which became effective Jan. 15, 1934, 
and which imposed a tax of one-half 
of one per cent on newspaper adver- 
tising and newspaper service, along 
with many other forms of merchan- 
dising. 

The Star, which was joined in the 
test case by the Kansas City Journal- 
Post, the St. Joseph News-Press, the 
Joplin Globe and the Springfield 
Leader and Press, won the first fall 
in the legal tilt. Judge Brown 
Harris, in the circuit court of Jack- 
son County, Missouri, Dec. 26, 1934, 
upheld the newspaper’s position in 
declining to pay a tax on that part 
of its advertising revenue which it 
classified as interstate business. The 
attorney general of Missouri, acting 
for the state auditor, then appealed 
the decision to the state supreme 
court. It is not expected to go fur- 
ther than that. 


Deducted Interstate Business 


Court records show that the Star, 
whose figures were used in this case, 
filed returns of gross receipts from 
advertising each month, as required 
by the Missouri retailers’ occupa- 
tional tax. In making tax payments 
to the state, however, the newspaper 
deducted from the gross the amount 
received for advertising “contracted 
and conducted with and for’ adver- 
tisers outside of Missouri. It also 
deducted from the amount received 
for advertising contracted and con- 
ducted with and for Missouri adver- 
tisers proportionately to its circula- 
tion distributed outside the state of 
Missouri. 

In June, 1934, the state auditor 
made additional assessments against 
the Star, to include the deducted 
items. A hearing was held at Jef- 
ferson City, the state capital, in July, 
1934. The state auditor maintained 
his position and the Star moved for 
and obtained a writ of certiorari and 
review by the circuit court of Jack- 
son county. 

The brief and evidence included 
copies of A. B. C. reports, indicating 
the method used by the newspaper 
in segregating interstate from intra- 
state circulation, so that the propor- 
tion of interstate circulation to state 
circulation could be shown in making 
deductions from gross intrastate ad- 
vertising revenue. 


Details Ad Handling 


The court found that the Star had 
made proper returns, properly de- 
ducting interstate advertising busi- 
ness, and paying the tax properly 
required of it. The court supported 
the Star’s contentions as to what con- 
stituted “interstate” advertising busi- 
ness for a newspaper. It held that 
the state auditor’s additional assess- 
ments were made improperly and 
unlawfully, and that they imposed 
a direct burden on interstate com- 
merce, in violation of section 3 of 
the Missouri act, and of clause 3, 
section 8, article 1 of the constitu- 
tion of the United States. The court 
directed that the additional assess- 
ments against the Star should be 
“quashed, set aside, cancelled and 
for naught held.” 

The Star continued to make re- 
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Katz Drug Company, Kansas City, 

takes a full page in Tosal papers to 

hail the Supreme Court decision 

on NRA as a boon to bargain- 
starved buyers. 


turns and pay the tax with deduc- 
tions as noted. 

In stipulations, briefs and exhibits 
the case goes into considerable de- 
tail in discussion of what constitutes 
the interstate or intrastate character 
of advertising services. The news- 
paper describes fairly minutely the 
many steps involved in serving an 
advertiser located outside of Mis- 
souri. It also describes the steps 
involved in serving an advertiser 
located in Missouri with distribution 
to readers outside the state. A fea- 
ture of the service to advertisers 
outside of Missouri, for instance, was 
detailed as receiving cuts, etc., the 
court’s findings of fact on this point 
stating, “newspaper advertising busi- 
ness contracted and conducted with 
and for advertisers located outside 
of Missouri, and whose cuts, plates, 
mats, materials, information, intelli- 
gence and copy were transported 
from said advertisers outside of Mis- 
souri to relator in Missouri.” 


Fly-Tox to Use 
4,300 Papers in 
Summer Efforts 


Cleveland, O., June 6.— The Rex 
Research Corporation of Toledo, 
manufacturer of Fly-Tox, has opened 
its summer campaign on this product, 
using 4,300 weekly and daily news- 
papers throughout the country, with 
one insertion in each every week. 

Data from the office of F. O. Mo- 
burg, president of the company, who 
has made a fifteen-year study of in- 
sects, is used prominently in the 
copy. Both the appropriation and 
the number of papers to be used has 
been increased over last season. Car- 
toons, with insect characters, will 
carry the story of the deadliness of 
Fly-Tox. Besides the newspaper copy, 
there will be some dealer advertis- 
ing, as well as the usual dealer dis- 
plays and helps. 

Advertising of Fly-Tox is handled 
by the Campbell-Sanford Advertising 
Company of Cleveland. 


Philadelphia Adwomen 
Elect Edith Ellsworth 


Edith Ellsworth, space buyer of the 
Philadelphia office of Roche, Wil- 
liams & Cunnyngham, was elected 
president of the Philadelphia Club of 
Advertising Women May 23, succeed- 
ing Nan M. Collins, Roland G. E. Ull- 
man agency, who was made a direc- 
tor of the club. 

Others elected were Elsie Weaver, 
vice-president; Clare Fey, treasurer; 
Charlotte Bobb, corresponding secre- 
tary; and Elizabeth V. Wilson, re- 
cording secretary. Alice M. Rudy, 
Esther Waas and Marie V. Kelly 
were elected directors. 


Opens Radio Department 


Sidney Garfinkel Advertising 
Agency, San Francisco, has opened a 
radio department, handling radio 
production and promotion. Forest 
Johnston, formerly sales promotion 
manager of KROW, Oakland, has 
been placed in charge. 
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400 West Madison St. 
Chicago, Ill. Columbus, Ohio 


A Message to Publishers Who Miss 


The Thrill of Competition 


Some cities are well served by a single newspaper. 


In such, the publisher misses something —not merely the thrill, the spur 
that comes of competition—he also misses the mass advertising force that 
competition really creates. 


When two or more men are constantly selling a clothing merchant adver- 
tising in two different papers it usually results in more clothing advertising 
in that city and more sales of clothing. Competitive newspaper selling 
does indirectly sell more merchandise in stores. It makes Merchants more 
advertising-minded. 


In competitive newspaper cities the only time a publisher gets enough 
advertising is when he gets more than the other fellow. 


In one-paper cities the publisher really has a chance to think seriously 
about, not when he gets enough advertising but, rather how much is enough 
for the benefit of business in his city. 


How is he going to know? 
Where will he look for a yard stick? 
A true standard is ready-made for him. 


Media Records standardized service will enable any publisher to tell his 
merchants just how much advertising they should use to get their share of 
the consumer dollar. 


Media Records is essentially a constructive service. . 
The job of the publisher in a one-paper city is essentially constructive. 


Media Records would like to talk to constructive-minded publishers in one- 
paper cities—to present the opportunity for the thrill that is greater than 
the fight-thrill of competition—the thrill of making business better for their 
merchants by justifying more advertising in the newspaper. 
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MEDIA RECORDS, Inc. 


WILLIAM D. NUGENT 
Vice-President in Charge of Sales 


330 West 42nd Street 
NEW YORK CITY 


174 East Long St. 25 Kearny St. 
San Francisco, Calif. 
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ADVERTISING AGE 


June 10, 1935 


The Week's 
New Programs 


New radio programs, changes in 
type of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio ad- 
vertising. 


June 11 


The Texas Company. Renewal. 
Eddie Duchin broadcasting as he 
tours the country. Tuesday, 9:30 to 
10 p. m., EDST, through 61 stations 
of the NBC Red network. Origi- 
nates at WLW, Cincinnati. Agency, 
Hanff-Metzger, Inc., New York. 


June 16 


American Radiator Company. Re- 
newal. “Fireside Recitals.” Sun- 
day, 7:30 to 7:45 p. m., EDST, over 
21 stations of the NBC Red network. 
Originates at WEAF, New York. 
Agency, Blaker Advertising Agency, 
New York. 


Fain Fish Net 
Swim Suits Get 
Big Promotion 


(Picture on Page 43) 

New York, June 6.— A newspaper 
campaign in metropolitan dailies of 
Philadelphia, New York and New 
England will break immediately on 
fish net swim suits by the Fain 
Knitting Mills, with initial copy of 
450 lines. 

The new vogue is being promoted 
by considerable use of posters in 
Philadelphia, northern New Jersey, 
and metropolitan New York. Car 
cards and station posters are used on 
the New Haven Line between New 
York and Boston, and on the Staten 
Island lines. Busses in Long Island 
and Westchester carry cards of the 
same design, which shows strong 
hands drawing a fishing net on which 
reclines a woman clad in a Fain fish 
net bathing suit. 

Merchandising as well as adver- 
tising is being handled by the Peer- 
less Advertising Agency, which cre- 
ated the Fain suit sales force and 
laid out’ the program. The suit has 
been purchased by dealers in spots 
throughout the country and also in 


Canada. The first trade paper ad- 
vertising for the article appeared in 
Women’s Wear Daily last week. 
Prior to that, the trade had been ad- 
vised of the new “swim sensation” 
by means of 20,000 copies of a broad- 
side. 


FTC Charges Five Firms 
with Unfair Competition 


Five liquor distributing companies 
are charged with unfair competition 
for the distilled spirits rectifying in- 
dustry, in complaints just filed by 
the Federal Trade Commission. The 
complaints are based on use of the 
words “distillers,” “distilling,” or 
“distilled” in their corporate names 
or on labels. A hearing will be 
held June 28. 

The companies named are: Mer- 
chants Distillers Products, Inc., 
Louisville, Ky.; Reo Distillers, Inc., 
Newark, N. J.; James Clark Distil- 


ling Corporation and D. & B. Prod- 
ucts Corporation, Jersey City; 
Montebello Distillers, Inc., Balti- 


more; and Federal Distilled Prod- 
ucts, Milwaukee. 


Move to New Address 


The offices of College Publishers’ 
Representatives, Inc., and the Chi- 
cago office of Asia, have been moved 
to 180 N. Michigan Ave., Chicago. The 
new telephone number is Franklin 


2948. 


the kind of service you 
F&S. 


It’s this way. Our parent company, Free 
& Sleininger, Inc., felt that its list of 
radio stations was becoming too large. 
No one firm could continue to grow at 


the same rate, and also continue to give 


So what to do? Become an organization 
Or split up into two separate organiza- 


tions, each of which handles no more 
than a reasonable number of stations? 


FREE, JOHNS 


YESTERDAY we weren’t yet in 
business ...... TODAY we are 
exclusive National Representa- 


tives of Ten Important Stations! 


F & S list. 


expect from 


those ten stations exclusively, and 


a bang-up job. 
of mere order-takers? Stop growing? 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
110 East 42nd St. 180 N. Michigan General Motors Bldg. Russ Building C. Bldg. 
Lexington 2-8660 Franklin 6373 Madison 1423 Sutter 5415 Richmond 6184 
WCSC CHARLESTON 332,837 WDAY FARGO 928,867* WMBD PEORIA 464,352* 
Serving Coastal South Carolina NBC Northwestern Group CBS Basic Supplementary Group 
WIS COLUMBIA 393,827" be RARTEORS 499,756" = WPTF RALEIGH 684,840* 
NBC South Eastern Group CBS Basic Networ NBC Southeastern Group 
WAIU COLUMBUS 14300 Oe a ee wre ikon KALE PORTLAND 692,457* 
Predominant in Central Ohio ox OXVILLE . Sister Station to KOIN 
WN KN 1,241,000 
WOC DAVENPORT 763,960*. CBS South Central Group KTUL TULSA 606,086* 
i Ss. 5 
CBS Basic Pugpeaions Group WMAZ MACON 813,069" CB. outhwestern Group 


Doing a Peach of a Job in Georgia. 


*Populetion of primary daytime coverage area. 


- The choice was made, and today 
Free, Johns & Field, Inc., takes over its 
part of the job. Under the same manage- 
ment as before. 


stations, most of them formerly on the 


with additional man-power to help do 


Expect great things of Free, Johns & 
Field. Expect great things of F & S. 
Your expectations will be fulfilled. 


& FIELD. INC. 


Associated with Free_& Sleininger, Inc. 


Radio Station Representatives 


With ten excellent 


But concentrating on 


NATIONAL DRIVE 
GETS UNDER WAY 
FOR 2 WHISKIES 


Continental Introduces Cobbs 
Creek, McCallum’s 


(Picture on page 38) 

Philadelphia, Pa., June 7.—The 
Continental Distilling Corporation, 
“largest distiller in the world,” has 
launched almost simultaneously two 
national advertising campaigns, one 
for its own new blended whisky, 
Cobbs Creek, and the other for an 
importation, McCallum Perfection 
Scots whisky, for which Continental 
has just become the distributor. 

Cobbs Creek is the first low-priced 
blend offered by Continental, which 
produces Rittenhouse Square straight 
rye whisky, Dixie Belle gin, Cav- 
alier gin, and the Classic line of 
cordials. McCallum’s is the first 
product not of its own manufacture 
which Continental has added to its 
line. 

The Al Paul Lefton Company, Inc., 
Philadelphia, is handling the cam- 
paign for Cobbs Creek, and McCann- 
Erickson, Inc., has been appointed to 
conduct a drive for McCallum’s. 

Newspapers in 70 cities and towns 
throughout the state are being used 
to introduce Cobbs Creek, for which 
extensive national advertising will 
begin shortly. First copy on the 
new brand appeared in full-page ad- 
vertisements in the larger cities and 
smaller space in other places May 
28. Follow copy is running in half- 
page space in the larger cities. 

Cobbs Creek whisky was intro- 
duced this week in state liquor 
stores throughout Pennsylvania and 
Ohio, and plans already are under 
way for opening in ten nearby 
states. It is offered at $1.25 a quart, 
and 65 cents a pint. 


Makes Price Appeal 


Describing Cobbs Creek as “the 
scoop in blends,” the initial copy 
announced: “America . . here’s 
your new sensation in taste!” Con- 
tinental makes the claim that Cobbs 
Creek is offered at “half the price 
of similar type whisky manufactured 
by Canadian-owned companies for 
the United States trade.” 

The new brand is the result of a 
year’s intensive tests, the distiller 
states, and the base is a “fully-ma- 
tured-in-the-barrel whisky . . . meet- 
ing the demonstrated tastes of con- 
sumers.” 

Cobbs Creek will be advertised 
heavily throughout. the country in 
newspapers, according to I. S. Ran- 
dall, Continental sales manager. He 
predicted that, on the basis of ad- 
vance orders, the new brand will 
record the “largest sales volume in 
liquor history.” 

A new and distinctive rectangular 
bottle has been selected for the new 
brand, and its image has already 
crossed the nation by radio. The 
company reports that interest in the 
blend on the Pacific coast dictated 
the sending of a radiophotograph of 
the bottle to Dr. Lewis H. Marks, 
president of Continental, who is in 
Los Angeles. 

Pointing out that the extra tax 
on Canadian whisky, passed on to 
American consumers, has run into 
millions of dollars, the company de- 
clares that a quart of Cobbs Creek 
will sell in most places for the price 
now paid for a pint of Canadian 
whisky, and that the Cobbs Creek 
price will be as low as the pre- 
war standard for quality whisky, 
despite today’s much higher federal 
taxes and other levies. 


To Sell in Canada 


At the same time, Cobbs Creek 
will be offered to the Canadian 
liquor boards as “the answer to the 
demand for an American whisky in 
Canada at a low price to the con- 
sumer, hitherto unavailable.” Conti- 
tinental asserts that there is in Can- 
ada today an enormous amount of 
bootleg whisky from the United 
States, and that provincial stores, 


APPEALS FOR FUNDS 


Neu! BUSIN ESS 
(Mor BUSINESS 


foclll FLORIDA 


NYVt Flondiaas have waited for the world Wp cetoguze our vutues ond 

Weteke: long. long time. If the mountain won't come to 

‘@ we must go to the mountain. We need mom businew and there w 
only one way to get t—go after a 

Flonda, bebeving m » united Flonda. organized the 


The ume has come to broadcast the story of our assets and advantages to 

the world. With all Flonde ensolled im the gest cvic move 

ment under the banner of the All Flonda Committe, # 
tremendous selling force can be exerted. 

You, as 2 citizen and believer w Florida, ae the 

You will sap the reward The 


Copy of the All Florida Commit- 
tee, which is seeking funds to ad- 
vertise the state through the sale 
of dollar memberships. This ad- 
vertisement ran in Tampa papers. 


unable to meet such price competi- 
tion, have not been stocking Amer- 
ican brands. 

Continental became distributor of 
McCallum’s Perfection Scots whisky 
through a contract with D. & J. 
McCallum, Ltd., Edinburgh, and is 
making the brand available to its 
distributors and agents in 39 states. 
During prohibition, McCallum’s was 
not available here, due to rigid con- 
trol of the company. 

Since repeal, an advertising cam- 
paign on behalf of McCallum’s has 
been waged on the Pacific coast. In- 
tensive promotion is to be carried on 
in the territories now taken over 
by Continental’s sales organization. 


Ford Sponsors 
Radio Concerts 
From San Diego 


Detroit, Mich., June 7.—Eleven 
weeks of music by five great sym- 
phony orchestras of the Pacific coast 
and the Mormon Tabernacle Choir of 
Salt Lake City will be provided by 
Ford Motor Company at the Cali- 
fornia Pacific International Exposi- 
tion in Balboa Park in San Diego, 
which opened last week. 

In addition to the concerts for Ex- 
position audiences, the music will be 
broadcast several times weekly by 
Columbia Broadcasting System. Some 
of the broadcasts will be over the 
complete network. 

The orchestras representing San 
Diego, Los Angeles, San Francisco, 
Portland and Seattle, each with a two 
weeks’ engagement, will play in Ford 
Bowl, an open-air amphitheater with 
a seating capacity of more than 3,000, 
constructed by the Exposition and 
dedicated to Mr. Ford. Concerts are 
scheduled daily, except Monday, from 
2 to 4 o’clock in the afternoon and 
from 8 to 10 o’clock in the evening. 


Keeps Present Rates 


Good Housekeeping has announced 
its acceptance of orders for advertis- 
ing until further notice at current 
rates shown on card 16A for six 
months in advance of the issue pre- 
viously closed. Prior to this an- 
nouncement, no orders were accepted 
at current rates beyond the January, 
1936, issue. 


Exhibits Ad Photos 


Photographic Illustrators,  Inc., 
New York, organization of advertis- 
ing photographers, will hold an exhi- 
bition of its members’ work at Saks- 
Fifth Avenue June 11-23. The com- 
mittee in charge includes Tony Von 
Horn, Anton Bruehl and Nickolas 
Muray. Black and white and color 
work will be shown. 


Stress Fashions 


Exhibitions of fashions will be an 
outstanding feature of the 14th An- 
nual Women’s Exposition of Arts 
and Industries at Hotel Astor, New 
York, Sept. 30-Oct. 5. Francis Mar- 
quis, in charge of the fashion and 
fabric division, will direct fashion 
shows. 
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“Source: 
National Advertising Records”’ 


That statement in connection with advertising lineage or 
dollar figures is the best evidence that the data presented is 
authoritative—the result of an independent and accurate audit. 


The consistent appearance of "Source: NATIONAL 
ADVERTISING RECORDS" in leading trade publications and 
in promotional literature means that N. A. R. is the recognized 
source from which to secure the facts. 


NATIONAL ADVERTISING RECORDS furnishes regularly 
‘each month a complete record of advertising, both in lineage. 
and dollar volume, in magazines and farm publications, with time 
and cost of broadcasting over the radio networks. This data is . 
presented in various ways; by advertiser, by product groups, by 

publication, by publication groups, etc. It is indispensable in 

the compilation of statistical matter on advertising and in prep- 
aration of media studies to assist i in the careful buying of adver- 


a we 
the ae edit. 9! 


we fising space. eae ee ee 


Visitors to the A. F. A.. Convention, .:...... 0:0) is! 
June 9-12, will find sample copies of 

N. A. R. at the exhibit of the Standard 

Advertising Register, Booth No. 10. ; se 
Palmer House, Chicago. 


NATIONAL ADVERTISING RECORDS. 
THE ADVERTISING RECORD CO., INC. 
| 330 W. 42nd St., New York 43 E. Ohio St., Chicago 
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ADVERTISING AGE June 10, 1935 June 1 


2 MILLION GUARANTEED CIOL 


A Kecor ( le 


) oy the next year advertisers have an opportunity which 
has never been offered before and which probably can 
never be offered again. But, to take advantage of it, definite 
space orders must be sent in before June 20th. 


Here is more than an outstanding price bargain. Here 
is a chance to discover, at a minimum price, a new mass 
market which can make all the difference in the world 


to your sales. 


It is the market of women who are learning buying 
habits. They are the women from 20 to 30 — the young 
wives and young mothers and the young business women. 


They have nearly all their buying years ahead of them. 


June 20th is closing date for September, the first issues 
in which Fawcett Women’s Group tees two mil- 
lions, A.B.C. Rates in effect at that time are $3400.00 per 

e and $8.50 per line. But, until June 20th you can place 
through August 1936 issues at $2670 per page, 
$6.50 per line. 


000,000 
ALL-MOVIE CIRCULATION 


Motion Picture 
Screen Book 


Movie Classic 
Hollywood Screen Play 


The first million circulation in the movie field, guaran- 
teed A.B.C. Five magazines whose editorial appeal is 
strongest for young women! Buy Fawcett Screen Unit 
either separately, at $1750 per page, $4.30 per line until 
June 20th, or as part of Fawcett Women’s Group. Bought 
as part of the group, this million circulation actually costs 
but $1335 per page. Separate rate, after June 20, $1850 
per page, $4.50 per line. 


Mer June20® 


Such a price on space covered by protection orders for 
a guaranteed circulation of this magnitude has never been 

uoted before in the women’s field. Since it is available 
) sao August, 1936 issues, it _ you a full year to 
test and prove the opportunities this young women’s field 
affords, at the lowest possible cost. 


You want to sell to older women of course. But make 
this test and discover how much easier it is to sell to 
younger women. You have fewer established habits to 
break down. The younger woman is interested in more 
new things. And, once you have made a customer of her, 
the young woman has more active buying years ahead 
of her. 


See below the breakdown of Fawcett Women’s Group’s 
circulation, for proof that this Group selects the young 
woman market you want to win. Then order before 
June 20th. 


LOOO OOO 
ALL-FICTION CIRCULATION 


True Confessions 
Romantic Stories Romantic Movie Stories 


A million circulation, devoted to readers of the romantic 
“true life” fiction which appeals most of all to young 
women. Fawcett Fiction Unit can also be bought either 
separately or in combination with Fawcett Screen Unit, 
and at the same rates—$1750 per page and $4.30 per line 
until June 20th, and $1850 per page, $4.50 per line after 
that date. 
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June 10, 1935 ADVERTISING AGE 


OPPORTUNITY 10 BUY 
ULATION ABC FORA FULL YEAR 


Alow Price in the Womens kield 


The Age when ROMANCE 
Has the Stronger Appeal 


The Age when Women 
Form Buying Habits and 


J 


Nth: You can order through August, 1936 issues at 
$2670 PER PAGE, $6.50 PER LINE 


ter June 20th: $3400 Per Page, $8.50 Per Line 


“Women’s Group 


FAWCETT PUBLICATIONS, Inc. 


150 Broadway CHICAGO: 360 N. Michigan Ave. MINNEAPOLIS: 529 S. Seventh St. 
LOS ANGELES: 536 S. Hill St. SAN FRANCISCO: 1014 Russ Building 


der to Nearest Office TODAY !! 
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ADVERTISING AGE 


June 10, 1935 


TIE-UP COPY 
ON NORMANDIE 
ARRIVAL HEAVY 


Dil Firms, Hotels and Others 
Hail Giant Liner 


(Picture on Page 28) 

New York, June 7.— The largest 
man-made object ever put into mo- 
tion, the French Line’s Normandie, 
which was enthusiastically welcomed 
into New York Monday after estab- 
lishing a speed record for North At- 
lantic liners, brought with it an in- 
tensification of interest in ocean 
travel, and promise of increased ad- 
vertising of this type of service. 

The French Line’s advertising of 
the new ship, prepared by N. W. 
Ayer & Son, Inc., has appeared for 
the past three or four months, prom- 
ising a revelation of greater luxury 
than ever before known in ocean 
travel. Striking color copy in maga- 
zines and newspaper rotogravure 


sections were the backbone of the 
campaign. As the vessel moved 
slowly up the harbor to its newly- 
built pier, a holiday atmosphere pre- 
vailed as millions of people lined 
the water front and roof tops to 
check for themselves the veracity of 
claims made for the Normandie in 
advertising and news columns. A 
loud-speaking airplane advertised in- 
spection hours. 

Advertising which appeared as the 
Normandie came into view was of 
the tie-up type. The French Line’s 
special efforts to acquaint the public 
with the new wonder of the sea has 
just about run its course and will 
give way to a general promotion of 
all French Line ships. 


Much Tie-up Copy 


But the French Line is not the 
only one involved in the Norman- 
die’s entrance into transatlantic 
service. Already its stimulus has 
been felt by other lines. It is re 
ported that all companies in trans- 
atlantic service are enjoying much 
better business than a year ago. 

The interest in the large new boats 
is said to be responsible for a sub- 
stantial part of the increase. As 
the various lines, enjoying heavier 
traffic, go after greater shares of the 
increased business, more money will 
be spent in Atlantic travel advertis- 
ing, according to views expressed in 


shipping circles this week. The Nor- 
mandie on her first trip managed 
to capture the ribbon for speed as 
well as bigness and luxury, leaving 
it up to the North German Lloyd 
and Italian Lines, former ribbon 
holders, to prove their claims of 
surplus speeds above previous rec- 
ords. Great Britain’s Queen Mary, 
now under construction, will tend to 
increase the competition when put 
into service. 


Most interested of tie-up adver- 
tisers in the Normandie’s arrival was 
the Socony-Vacuum Oil Company, 
Inc., which has been supplying the 
French Line with fuel for the past 
25 years. The Normandie’s progress 
had been watched with great interest 
and on the day of its arrival a quick 
move was made to feature the estab- 
lishment of a new record with So- 
cony-Vacuum lubricants. 


At noon on Monday it was quite 
evident that a record had been 
broken. A representative was hurried 
off to Quarantine to board the ship 
and verify the record. Lines were 
put out for photographs. The Socony- 
Vacuum plane circled the ship taking 
shots. Others were taken at the pier, 
as the Normandie was laboriously 
shoved into her slip. At 6 p. m. J. 
Stirling Getchell, Inc., had com- 
pleted the 1,300-line advertisement 
which appeared in the Herald Trib- 


EVENING PAPERS 
Months - 1935 


ines 

1. New York Sun..........- 7 / Ai. 4-4 44 eee c 
2. Philadelphia Bulletin 845,529 
©) ot Times-Star.ccccrccccccccccccccccccccessesess oIO9, 407 


CINCINNATI TIMES-STAR (UNAIDED ) 
I 


DOES THE JOB IN CINCINNAT 


E Cincinnati Times-Star's rank of THIRD PLACE* among 

all the evening newspapers in the United States in Gen- 
eral Advertising indicates two irrefutable facts: That the 
buyer of newspaper space considers Cincinnati one of the 
three richest markets in the entire country, and that the 
Times-Star is HIS FIRST BUY in Cincinnati. 


The Times-Star backs up the newspaper space buyer with 
167,713 Net Paid Circulation, 78% City Zone Coverage, 
and one of the lowest milline rates in the U. S.—$1.79. 


* Media Records “First 50 Report,” First Four Months—1935 


NEW YORK 
Martin L. Marsh, 60 E. 42nd Street 


HULBERT TAFT, President and Editor-in-Chiet 


CHICAGO 
Kellogg M. Patterson, 333 N. Michigan 


HUSBAND'S TALE 


8$o- 
Tup and 
told her 


THAT wile of caine bo reel permon, best she's dome eothing 
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Hills Bros., coffee roasters, used 
this striking copy in full-page news- 
paper space in Chicago last week. 


une and Times the following morn- 
ing, and the company had also tele- 
graphed the important record news 
to its distributors. 

Socony-Vacuum has also played up 
the Normandie in magazine copy. In 
the current issue of Fortune, its copy 
told of driving a city of steel through 
the sea, using oil sufficient to drive 
2,000 automobiles at top speed. The 
Saturday Evening Post copy, placed 
60 days ago, appeared the morning 
following the Normandie’s arrival at 
New York. 

Colonial Beacon Oil Company, Inc., 
used 1,050-line copy to tell that Esso 
Marketers bunker fuel oil would be 
poured into the Normandie tanks as 
soon as she docked to speed her 
homeward Friday. Carrier Engineer- 
ing Corporation featured as part of 
a full-page Post advertisement the 
fact that the 300-foot dining salon 
is Carrier air-conditioned. 

The news angle of the Normandie’s 
arrival also furnished interest for 
hotels. The Piccadilly urged people 
coming to town to see the arrival to 
use its facilities, including an in- 
formation service on the Normandie. 
The London Terrace, claiming to be 
the world’s largest apartment house, 
welcomed the “largest ship in the 
world” with a 300-line advertisement 
showing the Normandie as it looked 
from its roof. 

The promotion and advertising 
campaign put behind the launching 
and the maiden voyage of the Nor- 
mandie undoubtedly set a new record 
for intensity, and climaxed in the 
creation of wide-spread public inter- 
est which has seldom been equalled 
by a commercial enterprise. 

A campaign of promotion was put 
under way last fall, leading up to 
the striking series of magazine, roto- 
gravure, colorgravure and black and 
white newspaper advertisements 
which has just ended. 


Eases Into Picture 


While the Normandie was nearing 
completion in France, public interest 
here was being built through the ex- 
hibition of scale models in leading 
cities, letters to prominent citizens, 
display pieces and direct mail sup- 
plied to travel agents, publicity and 
other forms of promotion. The maga- 
zine and newspaper advertising was 
designed to tie up with these efforts. 

The first advertising announce- 
ments of the Normandie’s entrance 
into transatlantic service appeared 
as boxes in full-color pages in Feb- 
ruary and March magazines. These 
boxes said only that the French Line 
is pleased to announce that the Nor- 
mandie, “largest and most luxurious 
liner afloat,” will make her first sail- 
ing from New York to England and 
France on June 7. 

The February and March adver- 
tisements exemplified the French 
Line’s aim to interest people in the 
things they will enjoy after making 
the ocean crossing in a French boat. 
One of these, “Paris Puts to Sea,” 
featured the atmosphere of these 
liners: “a triple essence of Paris... 
of its urbane ease, its age-old tradi- 
tion, its unrivaled ability to adapt 
the newest and best ideas to its own 
use.” 

“Neither size nor speed,” the first 


advertisement on the Normandie 


said, “was the first consideration of 
engineers who plotted her dynamic 
lines. Those qualities came later, as 
the result of a fresh approach to the 
basic problem of assuring our passen- 
gers maximum safety and conveni- 
ence. 
Used Newspapers 


“For the decoration of this super- 
liner... fifty years ahead of her 
time ...the foremost artists of 
France were called in to consulta- 
tion. The Normandie decor... ex- 
ecuted with the inimitable finish of 
French craftsmanship .. . is beyond 
anything you have ever seen in bril- 
liance, 

“Imagine a ship 1,029 feet long... 
79,800 tons . . .a dining salon 400 
feet in length, walled with molded 
glass, and entirely air-conditioned 

. . a sun deck, clear of all obstruc- 
tions, as long as two city blocks... 
an eighty-foot swimming pool... 
virtually every cabin first class with 
bath or shower, many with private 
decks ... a completely equipped the- 
ater ... radio-telephones constantly 
in touch with both shores... a staff 
of 1,200 to assure your comfort...” 


Returns to Fleet Copy 


May magazines carried a_ two- 
page, four-color spread giving more 
details of the liner and showing il- 
lustrations of its interior. This 
month the French Line will return to 
copy about its fleet of passenger 
ships with each advertisement mak- 
ing special mention of the new flag- 
ship. 

Concurrent with the magazine 
schedule was a series of eight ad- 
vertisements in rotogravure and two 
full-page advertisements in  color- 
gravure in key cities. One of the 
rotogravure insertions featured the 
Normandie with illustrations and the 
others mentioned it incidentally. 
The colorgravure pages, which ran 
during April and May, carried en- 
larged illustrations from the maga- 
zine advertising but slightly different 
copy. 


Acam K MBC showmanship is rec- 
ognized nationally. 


5 


“Red Horse Ranch.” a fifteen minute 
transcription story with music, fea- 
turing western.and cowboy life. has 
been bought by Socony Vacuum Oil 
Co. (Lubrite and White Eagle Divisions]. 
Over 30 stations are broadcasting the 
program §$ to 5 times weekly. 


2 


Ted Malone's “Between the Bookends.” 
Radio's most intimate feature and 
“Happy Hollow’ across section of home 
town America, now are broadcast daily 
on a coast to coast Columbia net work. 
o 
EMBC has available for immediate 
release, 14 shows of proven merit. 
Audition transcriptions are available. 
Write for particulars. 


od 


KMBC -- Kansas City, Mo. 
Where Showmanship Excels 
Free and Sleininger, Inc,. 
National Representatives. 
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STILL ACTIVE 


“The Forgotten Menace” 
strikes every other child 


Most mothers believe their chil- 
dren quite safe from Round 
Worms, an almost forgotten but 
ever-present menace. Yet as many 
as 49 out of every 100 children 


2,000 children. 
Both city and 


t infection. | mend ’ 
tien is almost im- 


Try JAYNE’S VERMIFUGE 


tors prescription famous for 103 year.” A doc 
tor’s —y - for 105 years. 45 million 
bottles drug store, or trial bottle 
mail, 25¢. a layne & Son, Inc., 2 Vine St., 
Phila., Pa., , a, 311. 


Worms are “the forgotten men- 
ace," small-space magazine copy 
like this, to be run during the sum- 
mer and fall by Dr. D. Jayne & 
Son, Inc., Philadelphia, asserts. 


FOUR A’S ASKS 
COLUMBIA CHAIN 
TO RECONSIDER 


Time Limit on Advertising 
Held Unnecessary 


New York, June 6—Taking the 
view that how commercial announce- 
ments are presented is more import- 
ant than mere length, the American 
Association of Advertising Agencies 
has asked Columbia Broadcasting 
System to meet with it in an effort 
to develop standards that will op- 
erate to the best interests of all 
concerned. 


Follows P. A. Statement 


The agency’s protest followed a 
statement from the advisory com- 
mittee on advertising of the Pro- 
prietary Association, which agreed 
with Columbia’s ban on laxative ad- 
vertising in principle, but asserted 
that “it should be possible to find 
a way of presenting through any ad- 
vertising medium a product which 
in itself is legitimate and which 
makes use of only legitimate adver- 
tising statements.” 

The Four A’s, while apparently 
questioning only Columbia’s. de- 
cision to limit commercial announce- 
ments to ten per cent of a sponsor’s 
time, seems to be in sympathy with 
the viewpoint of the Proprietary 
Association. The new code takes 
effect July 30, according to Colum- 
bia’s recent announcement. The in- 
dicated limitation of commercials 
applies only to time after 6 p. m., the 
daytime allotment being somewhat 
larger. 

Time a Minor Factor 


The Four A’s letter, addressed to 
William S. Paley, president of CBS, 
points out that the treatment ac- 
corded the commercial announce- 
ment usually determines the listen- 
er’s reaction. Some programs in- 
troduce the advertising so adroitly 
that the audience is amused and 
sympathises with the sponsor. Cases 
in point are programs starring Jack 
Benny and Ed Wynn. The latter’s 
efforts to disconcert Graham Mac- 
Namee have benefited the adver- 
tiser, it is said. 

The Four A’s believes that Co- 
lumbia could attain its stated aims 
without any drastic regulations. 
This system is at least worth a 
trial, it said, with the hard and fast 
rules always hanging over the ad- 
vertiser’s head as a final expedient. 

Since the radio chains get con- 
tinuities in advance, it should be 
simple for them to exercise a cen- 
sorship, pointing out infractions of 
its unwritten code, 
said. 


the Four A’s. 


Advertising 
Art Exempted 
From Sale Tax 


Springfield, Ill., June 7.—In “Legal 
Memorandum No. 28,” issued this 
week by the Illinois Department of 
Finance, it is announced that pur- 
suant to a decision of Judge Nor- 
moyle of the circuit court of Cook 
County in a recent test case, com- 
mercial artists will no longer be held 
liable for the retailers’ occupation 
tax under Revised Rule No. 21. 

Rule 21, as revised in conformity 
with the court decision, now reads 
ag follows: 

“Artists who are engaged in the 


business of designing, sketching, en- 
graving, drawing or painting works 
of arts upon paper, canvases, wood 
or other materials, and in selling 
such designs, sketches, engravings, 
drawings or paintings to purchasers 
for use or consumption, are engaging 
in the business of selling tangible 
personal property at retail under the 
Retailers’ Occupation Tax Act, and 
will be held liable for the tax with 
respect to their receipts from such 
sales. 

“On the other hand, artists, such 
as commercial artists, who perform 
work of this kind for customers 
upon special order or specification 
of their customers, which work, 
when completed, is of little or no 
value to anyone other than the per- 
son for whom the work is performed, 


are not engaged in the business of 
selling tangible personal property 
but are engaged in rendering a serv- 
ice to their customers. Conse- 
quently, they are not liable for tax 
under the Retailers’ Occupation Tax 
Act with respect to receipts from 
such work. In the performance of 
this work they become users or con- 
sumers of drawing papers, paints, 
brushes and other tangible per- 
sonal property employed by them, 
and persons who sell such tangible 
personal property to artists for use 
in rendering such service are en- 
gaged in the business of selling 
tangible personal property at retail 
and are liable for a tax under the 
act with respect to receipts from 
such sales.” 

The court decision which induced 


this new ruling was that of Arbo, 
et al. vs. K. L. Ames, Jr., the ruling 
in the case having been handed 
down on Feb. 26, 1935. 


Haupt Appointed 

Howard C. Haupt, formerly with 
Crossley, Inc., and William B. Nich- 
ols & Co., Inc., has been appointed 
advertising director of Engel-Van 
Wiseman, Inc., New York music pub- 
lisher. Dwight H. Early, Chicago, 
oo been made Western representa- 
tive. 


Kunstler with Haire 


Larry Kunstler, formerly with Dry 
Goods Economist and Jewelers’ Oir- 
cular, has resigned from Hardware 
Age to become associated with the 
Haire Publications, New York. 


At the Inn at Buck Hill Falls, Pa. 


“Say, did you come up here to fish or to watch that 


fellow Johnson ?”’ 


“‘He’s my prize catch, Ed. Business Week says these 
steel men will have to buy themselves new sheet mills 


soon or drop out of the race.” 
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June 10, 1935 


Urges Industry 
To Do a Little 
Finger Pointing 


Chicago, June 6.—It is time for 
industry and business men to tell 
their side of the story in rebuttal to 
the implication spread by “reform- 
ers” that American industry is heart- 
less and seething with dishonesty, 
in the opinion of Allan Brown, ad- 
vertising manager, Bakelite Corpora- 
tion, New York, and director of the 
Association of National Advertisers, 
writing in the June issue of Indus- 
trial Marketing. 

The article was written by Mr. 
Brown to present the sentiment of a 
group of industrial marketers who 
had discussed the subject at the re- 
cent A. N. A. convention at White 
Sulphur Springs. 

Industry has been silent too long, 
Mr. Brown asserts, and so long as it 
remains silent, there will be the 
implication of guilt. “If the time 
has come when industry cannot tell 
its side of the story for fear of gov- 
ernmental reprisal, then there is no 
longer free speech, there is no 
longer opportunity for private en- 
terprise, there is no longer democ- 
racy, and this state of affairs should 


AT CONVENTION 


John Ora of "Mill Supplies" took this 
snapshot of C. H. Marston, vice-pres- 
ident and John Rooney, account execu- 


tive of Geare-Marston Advertising 
Agency, Philadelphia, at a recent mill 
supply meeting at Pinehurst, N. C. 


be brought forcefully before the 
American public,” he declares. 

Being specific as to the action in- 
dustry should take in this respect, 
Mr. Brown continues: 

“Don’t spare the pen or the con- 
science. If you have made mis- 
takes, admit them. If you have 
helped the community in which your 
plants are located, tell that story, 
too. Let them know what share of 
the burden you carry. Let them 
know the obligations you are under 
as an employer—not alone financial, 
but your concern in the welfare of 
the people in your employ. Tell 


them what you are doing to pre- 
serve their interests and their hap- 
piness. 

“Point out the effect on your busi- 
ness of restriction of exports, of 
crop limitations, of secret trade 
agreements. Let them know how 
some of the proposed legislation 
now before Congress will retard in- 
dustrial activity and the employ- 
ment of labor.” 


General Mills Buys 
News From I. N. S. 


General Mills, Inc., has bought 
International News Service and is 
now sponsoring news broadcasts on 
all Hearst stations. 

News will be broadcast for two 
five-minute periods each afternoon 
except in Pittsburgh and San Fran- 
cisco, where there will be three such 
broadcasts. 


Wedgwood Appoints 
Josiah Wedgwood & Sons, Inc., im- 
porter of china, has appointed 
Luckey Bowman, Inc., New York, to 
handle advertising, with Curtis F. 
Columbia as account executive. 


Two Name Grey 
Waldes Koh-I-Noor, Ine., Long 
Island City, and Ameritex Sudan- 
ette, New York, have appointed the 
Grey Advertising Service, Inc., to 
direct their advertising. 


4 APPROPRIATE — 


DOES YOUR 


APPROPRIATION 
PURCHASE Oo 


SEE this nation-wide, analytical study of 
markets, outlets, consumers, buying - power, 
MEDIUMS, costs and COMPARATIVE 
EFFECTIVENESS— Dramatic! Informative! 
For floor show in your own office, call 
Wisconsin 7-2000 .... . 


STREET RAILWAYS ADVERTISING CO. 
220 W. 42 Street, New York 


JUNE MAGAZINE 
ADVERTISING IS 
UP 2.2 PER CENT 


Chicago, June 8.—Advertising in 
national magazines during June is 
slightly larger than it was in June 
of last year, but the gains over the 
previous year are by no means dis- 
tributed evenly over the six general 
classifications of magazines meas- 
ured. 

An analysis made by ADVERTISING 
AGE, and based on measurements of 
97 national magazines by National 
Advertising Records, shows that the 
97 publications carried approximately 
2.2 per cent more advertising this 
month than they did in June of 1934. 
The gain in lines was 29,335, the 
total for this month being 1,341,134 
lines, compared with 1,311,799 lines 
last year. 

The eight standard magazines 
measured carried 42,843 lines of ad- 
vertising this month, a gain of 4,729 
lines over the 38,114 carried last 
year, for an increase of 12.4 per cent. 

On the other hand, the 33 general 
publications measured showed a net 
loss of 30,276 lines in 1935, amount- 
ing to about 5.7 per cent. Their line- 
age total this month was 498,934, 
compared with 529,210 for the same 
month last year. 

The 18 women’s magazines in the 
tabulation also lost ground, their 
total being off 8,058 lines or 1.7 per 
cent. These publications carried 
463,277 lines of advertising this 
month, and 471,335 lines in June of 
1934. 


Women’s Groups Gain 

In the women’s groups classifica- 
tion, the 20 publications measured 
showed a gain of about 29.6 per cent 
over last year. They carried 228,504 
lines in June, an increase of 52,083 
lines over the 176,421 carried last 
June. 

Eight outdoor publications also 
registered a gain, carrying 82,023 
lines this month compared with 
70,668 last year. This is an increase 
of 11,355 lines, or approximately 16 
per cent. 

Ten mail order publications lost 
498 lines of business, or about 1.9 
per cent during the month, dropping 
from 26,051 lines last June to 25,553 
lines this June. 

In May, the last month for which 

figures are available, 12 weeklies and 
semi-weeklies increased their lineage 
32,397 over the previous May, a gain 
of 4.3 per cent. They carried a total 
of 782,455 lines during that month, 
compared with 750,058 lines during 
May of 1934. 
Lineage totals for this month ard 
the corresponding month of last year, 
for each of the publications meas- 
ured, are given in the following tabu- 
lation: 


1935 1934 

Standard 
American Mercury 2,401 3,180 
Atlantic Monthly ..... 9,904 5,024 
Current History ...... 2,346 1,890 
Forum and Century... 4,568 4,622 
2 2,318 1,409 
Harper’s Magazine .... 8,378 9,033 
Review of Reviews .. 7,585 6,135 
NEMO bios sieuweses 5,343 6,821 

TOCAL BPOUD ..c.00. 42,843 38,114 

General 
| ee 22,171 23,215 
American Boy ........ 11,135 10,690 
American Golfer ...... 17,437 21,132 
American Home ...... 17,919 11,440 
1Arts and Decoration .. re 4,648 
Re are ere 2,052 2,598 
Better Homes and Gar- 

EN £5.25 6 5 ubek ese s 20,965 17,453 
ne i ee 13,551 12,839 
CE Es 5 6-9-9 5-050 848 »75 4,187 
Christian Herald ..... 6,906 8,630 
Cosmopolitan ......... 2,319 34,237 
OOMMOEe TATE 2 ccc cccce 21,399 20,111 
Pre rrr ere se 31,334 17,724 
ED 3-8 6 4:6, 4.90 0-e 65,886 75,682 
Graduate Group ...... 2,854 2,574 
House and Garden ... 19,430 33,490 
House Beautiful, com- 

bined with Home and 

ee re oss Bt,eee 28,708 
es 12,435 7,935 
A ee rere 3,859 5,387 
BR ts0:6:5ip- 6ebb oS 58:60:04 7,876 10,994 
Modern Mechanix ..... 9,732 10,758 
National Geographic .. 9,107 8,529 
Nation’s Business ..... 18,460 18,427 
Open Road for Boys... 5,188 4,656 
Physical Culture ...... 9,508 8,479 
Popular Mechanics ... 17,116 12,419 
Popular Science Monthly 14,343 13,837 
TOR ROOE. <6.ccccreviocss 19,700 20,597 
Scientific American ... 2,685 2,537 


1935 1934 
POUOEIEOR oc cccovccess 22,036 34,923 
MY “dc shen0eenabbeane — 29,841 
PE  cavs,eneeumy ys 13,740 11,305 
ME tabbed oiata becdos 8,485 8,256 
True Detective Mys- 
NO Err Cree 3,461 2,634 
We DE oecsccnecns 15,775 32,742 


DOCH) SOUP ..cccnes 498,934 563,699 


Women’s 
SEE cic ederce wos 12,989 24,787 
Farmer’s Wife ....... 10,245 9,631 
Good Housekeeping 44,914 47,324 
Harper’s Bazaar ...... 55,011 52,878 
rrr 13,319 12,174 
Household Magazine .. 12,860 15,415 
Junior League Maga- 

Re enbeenssos soso 12,078 7,687 
Ladies’ Home Journal. 43,426 48,716 
ps eae 49,474 52,453 
EP ere 4,956 3,175 
Parents Magazine 18,527 15,511 
Pe. Svc ngcaene es 14,091 15,820 
Pictorial Review ...... 19,889 14,675 
OE Pre re 9,187 13,079 
ZEOO BOOTY ccccccceves 23,098 18,875 
0 re re ree 63,694 67,783 
Woman’s Home Com- 

SE ica caveoaneee 46,525 45,127 
Woman’s World ...... 8,994 6,225 

Total SOUP .ooceees 463,277 471,335 

Women’s Groups 
Fawcett Women’s Group: 

Hollywood Magazine 12,652 8,630 

Screen Book ........ a 10,073 

SRAGISIARE scevccsce 10,191 Shee 

Screen Play Magazine 13,426 11,158 

True Confessions ... 10,478 9,036 
Macfadden Women’s Group: 

True Romances ..... 13,085 8,781 


Movie Mirror ....... 15,327 +10,654 


Love and Romance... 12,912 +8,376 
RaGio Mirror .....0- 2,046 +4,687 
True Experiences ... 12,898 +7,949 
Modern Magazines: 
Modern Screen ..... 17,043 17,052 
Modern Romances 15,607 16,134 
TUMGlO TRAPS «cc cccccs 14,995 10,296 
Motion Picture Unit .. 10,320 15,044 
Screenland Unit: 
ScreenlanG ......00- 12,148 11,920 
Silver Screen ....... 12,476 11,872 
®Tower Magazines - 19,629 14,759 
Total STOUD oscccces 228,504 176,421 
Outdoor 
Field and Stream ..... 17,921 14,819 
Fur-Fish-Game ....... 6,288 5,741 
Hunter-Trader-Trapper 4,872 6,177 
Hunting and Fishing... 8,752 7,973 
National Sportsman 10,792 8,982 
CNENOON nc ccccccvecsce 6,263 7,233 
OUMtGGOr TARTS 2 occ cescce 17,015 10,207 
oo ae ere 10,120 9,536 
TORE BIOBD occccee ~ 82,023 70,668 
Mail Order 
eae 4,208 3,796 
Gentlewoman ......... 3,288 2,571 
[MOOR Bteries ....cccere 3,369 3,483 
oS Ee oo ee 1,959 2,338 
Home Friend 2... 2.00% 1,354 1,788 
Illustrated Mechanics. 1,356 1,459 
Sere er ree 1,067 1,448 
Mother’s-Home Life 2,176 2,618 
TPRGMMOEOP occcvcccecs 5,870 5,797 
Sovereign Visitor ..... 906 753 
TOCA? BPORD iccccees 25,553 26,051 
May Advertising Lineage in Maga- 
zines 
Weeklies and *Semi-Monthlies 
American Weekly ..... 82,184 74,814 
Business Week ....... 25,066 23,119 
EE 5.4 04.0149 6.040860 98,940 88,644 
we OST ere 19,950 11,783 
. Sa eer 25,982 17,456 
NS Ee ee eee 26,558 26,743 
Literary Digest ...... 26,549 32,378 
TOMES WOON 60.05. 0004.00 14,954 er 
 TOPMORE cc ccccesve 96,766 114,468 


Saturday Evening Post.186,426 184,727 


PR, Kansehcewceea wae > 103,031 100,609 
*Town and Country... 47,936 43,043 
United States News... 43,067 32,274 


THLE BPOUD . oc cies 797,409 750,058 

1Too late for inclusion. 

*May figures. 

31934 figures based on 429-line page, 
1930 on 680-line page. 

+Figures supplied by publisher. 

tNo back year figures. 
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. eS “Pages” 9 
SEELOSO that SELL 


Four pages—one sheet 
of sturdy bond 
—covering 11 major 

i about radio, 
mewspapers, farm, 
trade or general maga- 
zines (regional or national) —now help rs and 
broadcasters to sell more space or time. Furnish infor- 
mation this modern way. Agencies also use AMA 
forms as "'questionnaives.”” ¢ « Send for samples today, 
on your letterhead. No obligation to buy. 
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to deliver you a package of my new Brownie 
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HETTY HARPERS BROWNI 


preparto sy WARD BAKING COMPANY 
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Newspaper copy in the test drive 
for Ward Baking Company's new 


bake mix which recalls the sam- 
pling effort on the product. 


WARD SAMPLES 
BAKE MIXTURE 


Boston, Mass., June 8—A _ mer- 
chandising experiment which utilizes 
newspaper advertising to reinforce 
house-to-house distribution of 
samples, is being successfully con- 
ducted here by the Ward Baking 
Company. The campaign is designed 
to acquaint prospective consumers 
with a new Ward product, a prepared 
baking mixture which bears the trade 
mark Hetty Harper’s Brownie Mix. 

Retail outlets were induced to 
stock the new product several weeks 
ago. A two-week sampling campaign 
in which uniformed Western Union 
messengers delivered sample pack- 
ages‘to a carefully selected potential 
market of 60,000 Boston housewives 
followed. Then a 980-line advertise- 
ment appeared as a single insertion 
in the Boston Herald and the Boston 
Globe. The advertisement pictured a 
Western Union boy asking, “Did you 
try your package of Hetty Harper’s 
Brownie Mix I delivered to you?” 
Copy described the product and ex- 
plained its use. 

Clyde Mayer, sales executive of 
the Ward Baking Company, ex- 
pressed satisfaction with the results 
of the drive. “It seems to be get- 
ting satisfactory response and we 
have achieved distribution in practic- 
ally 100 per cent of the retail out- 
lets in the Boston sales area,” he 
said. 

“This is the third test of this 
type,” he continued, “that we have 
experimented with. Last fall we tried 
a similar promotion campaign in 
Newburgh, N. Y. On the second oc- 
casion we introduced the scheme on 
a@ more general scale in simultaneous 
campaigns in Albany, Troy, Pough- 
keepsie and Schenectady, N. Y., and 
in Providence, R. I. The Boston 
campaign is the first experience we 
have had with presenting the idea to 
a metropolitan market.” 

Fletcher and Ellis, Inc., is the 
Ward Baking Company agency. 


Monro Appointed by 
Graham-Paige Motors 


Graham-Paige Motors Corporation, 
Detroit, has appointed F. Willis 
Monro as assistant advertising man- 
ager. For the past four years he has 
been advertising manager of Hupp 
Motor Car Corporation, and for the 
16 years previous, he was assistant 
advertising manager. 

Mr. Monro will take an active part 
in an extensive sales promotion to 
double the company’s sales during 
the summer months. 


Sells Firm Interest 


Freeman Lang has resigned as 
president of Radio Transcription 
Company of America, and has sold 
out his interest to G. Y. Clement. 
The transcription firm has main- 


A. F. A. Bulletin Lists 
Books for Ad Man 


“Books for the Advertising Man,” 
a classified bibliography on advertis- 
ing, marketing and related subjects, 
was issued this week under the direc- 
tion of Alfred T. Falk, director, 
bureau of research and education of 
the Advertising Federation of Amer- 
ica. 

The 24-page bulletin is in two sec- 
tions, devoted to an alphabetical list- 
ing of publishers and a classified list 
of books published between 1923 and 
1934. The classified list covers 56 
groupings from “advertising agen- 
cies” to “wholesaling” and “window 
and store display.” 


Bill Exempts Ads 


An amended sales tax act, spe- 
cifically exempting commercial ad- 
vertising from its provisions, has 
been passed by the Michigan leg- 
islature and signed by Governor Fitz- 
gerald. The Adcraft Club of Detroit 
took an active part in organizing op- 
position to a tax upon commercial 
advertising. 


Big Loose-Leaf 


System Relates 
Collier Story 


New York, June 6.—Major Fen- 
tress, of the Barron Collier Street 
Railways Advertising Company, act- 
ed as host in behalf of his organiza- 
tion at a preview for the advertis- 
ing press this week of a new instru- 
ment designed to afford advertisers 
easy visualization of the markets 
available through car card advertis- 
ing and methods of successfully us- 
ing this medium. 


Brings Statistics to Life 


By means of a giant loose-leaf 
system, 25 large and self-explanatory 
layouts present consecutively the 
Collier sales arguments. Summaries 
of transportation surveys and sta- 
tistical breakdowns of the key mar- 
kets are graphically portrayed. The 


use of airplane photographs and 
colorful art helps to dramatize the 
mass of statistical data. 

Major Fentress explained that the 
present model, which weighs more 
than 120 pounds, is a “first edition.” 
Other more portable models will be 
constructed to be utilized as port- 
able sales aids. He also stated that 
the production of a moving picture 
in color is planned as a further 
effort to explain the service which 
car card advertising may perform. 


Directs Donco Art 


Denison Budd, for nine years art 
director of Frank Presbrey Company, 
New York, and previously a partner 
in Lohse & Budd, art service, and 
art director of Frank Seaman, Inc., 
has joined Donahue & Coe, Inc., as 
art director. 


Drops Account 


Fallon Advertising, Chicago, has 
withdrawn from the handling and 
placing of advertising of Lanteen 
feminine hygiene products. 


Dissolves Injunction 
Against Ad Circulars 


The temporary injunction issued in 
March by superior court in Chicago, 
limiting the manner of distribution 
of advertising circulars by Shopping 
News, Inc., and Goldblatt Brothers 
Department stores, was dissolved 
May 29 by appellate court. The order 
had directed that the circulars, as 
delivered, be secured so that they 
could not be scattered by the wind, 
and thus form a nuisance. The ap- 
pellate court ruled that this order 
should not have been entered until 
evidence had been heard. 

The suit was filed on behalf of a 
Chicago apartment building owner. 
Hearing on the issuance of a perma- 
nent injunction is still pending in su- 
perior court. 


Names Weinstein 

Joseph Weinstein, formerly asso- 
ciated with Schleisner Company, The 
Joseph Katz Company and Montgom- 
ery Ward & Co. in Baltimore, has 
been appointed publicity manager of 
Lansburgh & Bros. department store, 
Baltimore. 


tained offices in Chicago, New York, 
and Hollywood. 


[NEW! | « @ntertainment” |NEW! 


DISPLAYS THAT INDUCE 
A PROSPECT TO SELL HIMSELF 


of trade lost by 

, 1 drug, grocery and 

O cigar stores, ac- 

cording to a re- 

search by the National Cash Register 

Co., is due largely to “poor service” 

—to customer impatience at not 
being waited on fast enough. 

Therefore, a manufacturer can not 

only gain dealer good will, but assure 

his merchandise a counter showing 

(and, incidentally, a substantial in- 

crease in counter sales) by devising 


L 
a type of display that performs a 


double service for the dealer— 
A—Keeps customers amused while 


waiting to be served 
B—Makes a sale of an additional 
item 
The Einson-Freeman organization 
has developed some novel new ap- 
plications of this principle of “cus- 
tomer entertainment” to counter dis- 
plays, which induce the customer to 
do three things that definitely lead 
to a SALE— 


1. Bring him right up to the dis- 


2. Induce him to actuate it him- 
self 

3. Arouse the curiosity of others 
in the store—and their desire 
to follow suit 


The first display, which got front 
row showing for Prophylactic, is 
based on the “peep-show” principle 
—popular since Barnum, but with a 
brand-new scientific twist. A real 
stereoscope is attached to the dis- 
play and when the curious customer 
looks through it, he sees a micro- 
scopic enlargement in three dimen- 
sions—not as a flat picture! 


with a COLD 


The second, which sold the “Bet- 
ter Light” idea for Westinghouse, is 
borrowed from the World’s Fair— 
making people move a lever to find 
the exact amount of light and the- 
size of bulb for greatest comfort in 
reading. 

The third capitalizes the age-old 
“competitive” urge—and the social 
instinct to play a game with others. 

The fourth is the Kolynos “Dial- 
og” display in which the customer 


Possess 


creates the conversation between the 
man and woman. Each time the red 
handle is pulled down there is an- 
other exchange of remarks on white 
teeth and Kolynos. 


We have many other ingenious 
adaptations of this principle that 
produces sales—especially one 
which ties up with a currently popu- 
lar fad and has an enormous enter- 
tainment value—and which can only 
be sold to one manufacturer in a 
field. Call an Einson-Freeman ex- 
ecutive to discuss their application 


play to your counter sales problem NOW. 
Send no EINSON-FREEMAN CO., Inc. Telephone 
“STEPPING UP 
DISPLAY LITHOGRAPHERS IRonsipes 
‘CIRCULATION’”’ Long Island City, N. Y. 6-8900 
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BRISTOL-MYERS 
FOUNDER DIES 


New York, June 7.—After an ill- 
ness of several weeks, William Mc- 
Laren Bristol, chairman of the board 
of trustees of Bristol-Myers Company 
and its co-founder, died this week at 
the age of 75. 

With a former college chum, John 
Ripley Myers, Mr. Bristol formed a 
partnership in 1889 which acquired 
the Clinton Pharmaceutical Company 
at Clinton, N. Y. Expanding rapidly, 
the business was moved to Syracuse 
two years later and to Brooklyn in 
1898. The present plant at Hillside, 
N. J., was erected in 1919. 

The work Mr. Bristol did in devel- 
oping the company antedated its em- 
barkation on the expanses of na- 
tional advertising where it figures 
prominently today. Following the 
war, his son, Henry Platt Bristol, be- 
came treasurer and was chiefly re- 
sponsible for the program of adver- 
tising which started a few years 
later. 

Ipana toothpaste was the first of 
the Bristol-Myers products to be 
widely advertised. This advertising, 
in a field where national advertising 


was being used, started in 1921. Sal 
Hepatica’s advertising started in 
1926. A year later, Henry Bristol 
became president and his late father, 
chairman of the board of trustees. 
His two other sons, Lee H. and Wil- 
liam McLarin, Jr., became vice-presi- 
dents, Lee taking charge of adver- 
tising. 

Mr. Bristol, Sr., was a member of 
Sigma Phi, Bay Head Yacht Club 
and Manasquan Golf Club. His 
widow and three sons survive. 


Coal Producers 
Vote to Retain 
Marketing Unit 


Cincinnati, O., June 6.—More than 
200 high volatile bituminous coal op- 
erators of the Southern Appalachian 
district, fully 25 per cent of whom 
were non-members of Appalachian 
Coals, Inc., voted Tuesday at a 
meeting here, to continue the or- 
ganization as a sales agency for the 
soft coal production of eastern Ken- 
tucky, West Virginia, Virginia and 
Tennessee. 

This action followed an all-day 
conference of the coal operators at 
the Gibson Hotel. 


A committee of eight operators, 


one from each of the eight soft coal 
producing districts of the Appalach- 
ian fields, was named to revise the 
present contract for submission to 
the operators. 

With the non-members expected 
to join, the organization will have 
under contract fully 75 per cent of 
the 80,000,000 tons annual output of 
the Southern Appalachian mines, it 
was said. 

Cc. B. Huntress, president, urged 
the operators to continue the organ- 
ization since the NRA has been in- 
validated. Other speakers said op- 
erators had the choice of continuing 
an orderly system of marketing or 
of returning to unrestricted compe- 
tition. 


White With Bretzmann 


Harvey White, illustrative photog- 
rapher, with Vogue three years, 
Metro-Goldwyn-Mayer a year, and 
operator of his own studios in New 
York and Chicago, has joined the 
Noble Bretzmann Studios, New York, 
ten | whom he plans to feature color 
work. 


Schick to Mathes 


The Magazine Repeating Razor 
Company has appointed J. M. Mathes, 
Inc., New York, to handle its adver- 
tising. Announcement of campaign 
plans for Schick Injector razor will 


be made soon. 


A Sales Idea Gathers Power 


Cheough Skilled Color bechnique 


This S.S.S. Display, for instance: 
The basic appeal — health — is 
sound and proven. And the fresh, 
vivid art work presents that appeal 
with force. But it takes skilled color 
technique to do full justice to that 
appeal and to reproduce that art 


work powerfully. 


That's where “US” comes in. The 
“US” man who works with you 
and your advertising agency rep- 
resents an organization in which 


fhe UNITED STA 


artistic sense and skill in colorcraft 
have but one purpose: 
power into sales ideas. 


To put 


The “US” organization first grasps 
your sales idea— perhaps helps to 
develop it. Then the production is 
assigned to the “US” plant best 


suited to produce the piece. Strate- 


S 


gically located, the facilities of 
these seven “US” plants assure 
delivery to meet your carefully 
timed advertising program. 


RINTING 


_& LITHOGRAPH COMPANY _ 


CINCINNATI 
320 Beech Street 


52-V E. 19th St. 


NEW YORK 


CHICAGO 
205-V W. Wacker Dr. 


BALTIMORE 
420 Cross St. 


FAST WORK ON NORMANDIE'S RECORD RUN 


WORLD’S BIGGEST OCEAN LINER BREAKS 
RECORD WITH WORLD'S FINEST OIL 


4 
“* "| New Queenof the 


aoe Oty 


in Record Time 


‘mat se wenertvont toe 8 ene ap of te 
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NORMANDIE’S MIGHTY ENGINES FUNCTION PERFECTLY WITH SOCONY-VACUUM LUBRICATION 


Da SAR eee ie pe OS 
- : ; beet , 


a {Seas crosses Atlantic Ps 


STANDARD OIL OF NEW YORK—DIVISION OF SOCONY-VACUUM OIL COMPANY. INC 


Working at top speed, Mobiloil managed to get this timely half-page 
copy into the same editions of New York morning papers Tuesda 
which carried news of the Normandie's arrival. (Story on Page 24. 


FARM PAPER 
ADVERTISING 
UP OVER ‘34 


Chicago, June 7.—Advertising in 
the farm press during May was up 
a little less than seven per cent over 
the same month of the previous year, 
ADVERTISING AGE’S comparative analy- 
sis of lineage carried by 27 editions 
of monthlies indicates. 

The 27 editions carried 347,508 
lines of advertising, exclusive of baby 
chicks, livestock and classified, in 
May, 1935, according to National Ad- 
vertising Records. This was an in- 
crease of 22,387 lines over the total 
for May of last year, which was 
325,121 lines. 

Individual figures for about 70 
different editions of 45 farm papers 
for May, as measured by National 
Advertising Records, are given in 
the following tabulation, which does 


not include advertising of baby 
chicks, livestock and classified. 

Monthlies 1935 1934 
Country Gentleman.... 33,563 29,934 
Capper’s Farmer....... 21,183 21,095 
Progressive Farmer and 

Southern Ruralist: 

Carolinas-Virginia 

eee ee 18,813 17,227 
Mississippi Valley 

OS eae 18,666 16,330 
Kentucky-Tennessee 

eee 18,205 15,683 
Georgia-Alabama 

NEED oss cs esiosns 17,752 16,751 

Texas Edition........ 17,288 16,149 

All Editions ........ 16,195 13,627 

Average 5 Editions.. 18,145 16,428 
Successful Farming.... 16,272 17,285 
Country Blome .....s0.- 12,661 12,495 
California Citrograph.. 12,267 8,618 
Southern Agriculturist. 11,409 10,872 
Western Farm Life.... 8,101 9,171 
Southern Planter....... 7,564 8,015 
Wyoming Stockman- 

PTR 666555ter ne es 4,616 3,568 
Farm Journal......... 3,290 6,314 
Breeders’ Gazette ..... 2,822 2,289 
Bureau Farmer ....... 2,365 1,533 

Semi-Monthlies 
The Farmer-Stockman. 14,018 16,318 
Arizona Producer...... 13,905 7,564 
Hoard’s Dairyman..... 13,590 11,329 
Farm & Ranch......... 13,068 16,693 
Montana Farmer....... 12,160 11,457 
Utah Parmer .i.cccccce 11,031 7,093 
Missouri Farmer....... 5,142 7,022 
Arkansas Farmer...... 3,417 4,261 

Bi-Weeklies 
1Washington Farmer... 21,747 17,359 

1Zone Advertising ... 2,135 coee 
10Oregon Farmer........ 19,714 15,279 


1935 1934 
Zone Advertising ... 770 9 eee 
California Cultivator... 19,704 16,184 
Idaho Farmer ....... 19,471 15,600 
‘Zone Advertising ... 707 err 
The Farmer: 
Local Edition........ 18,861 4,286 
Minnesota Edition... 16,166 14,745 
Dakota Edition...... 13,348 12,819 
Wallace’s Farmer and 
Iowa Homestead..... 18,144 21,392 
American Agriculturist 14,624 14,809 
Local Zone Advertis- 
eer 3,328 2,970 
Prairie Farmer: 
Illinois Edition...... 14,543 18,010 
Indiana Edition ..... 12,430 15,066 
Nebraska Farmer...... 14,274 17,241 
Zone Advertising.... 6,158 9,248 
Average 6 Editions.. 15,300 18,782 
Pennsylvania Farmer.. 12,106 13,764 
Wisconsin Agriculturist 
and VFarmer....... 11,635 12,540 
ORIG PRPS or ccccsece 11,115 11,954 
Missouri Ruralist...... 10,832 138,119 
Zone Advertising.... 1,069 naee 
Michigan Farmer...... 10,177 10,118 
Kansas Farmer (Mail & 
POOR) ccseevesce 10,045 13,075 
Zone Advertising.... 3,850 one 
Dakota Farmer ....... 9,685 11,271 
Indiana Farmers’ Guide 9,236 8,146 
New England Home- 
BUGGER bod ticecdcces 8,415 8,664 
Weeklies 
*Pacific Rural Press.... 30,520 25,272 
®’Weekly Kansas City 
Star: 
Missouri Edition..... 16,223 19,950 
Kansas Edition ..... 15,591 19,882 
Arkansas-Oklahoma 
PEMEOOR. ov desvsceee 15,463 20,703 
“Rural New Yorker.... 10,254 13,144 
Semi-Weekly Farm 
News: 
‘Friday Edition...... 8,517 4,079 
5Tuesday Edition.... 4,847 6,075 
*Capper’s Weekly...... 6,026 6,131 
*‘Dairymen’s League 
DE “saves a salbs 3,779 3,223 


1Three issues in both months. All 
other bi-weeklies had two issues in 
both months. 

“Four issues in both months. 

8Five issues in both months. 

‘Five issues in 1935, four in 1934. 

‘Four issues in 1935, five in 1934. 


Releases Bermuda Ads 


A newspaper campaign to run 
until October has been released by 
the Wales Advertising Company, 
Inc., which has just moved to larger 
quarters at 230 Park Ave., New York, 
for the Bermuda Trade Development 
Board. Wales also has released sum- 
mer and fall magazine and newspaper 
schedules for Bermuda Hotels, Inc. 


Dilley Founds Agency 


A new Indianapolis advertising 
agency has been established by 
James L. Dilley. The agency will 
be known as James L. Dilley, Inc., 
and will have offices in the Circle 
Tower. Mr. Dilley served as adver- 
tising counsel to various banks and 
business houses in Chicago and Mil- 
waukee. 


spending 


A MARKET OF 22,000,000 


According to the most reliable statistics the Catholics of 
America represent over twenty million buyers with an annual 
ower of twelve billion dollars. 

St. Anthony Messenger with over 140,000 full paid sub- 
scriptions is one of the most popular and most widely dis- 
tributed Catholic magazines in the country. 
terest is proven thousands of times each month. 

Do not neglect this market longer. 

ST. ANTHONY MESSENGER 
The Popular Catholic Monthly 


1615 Republic St., Cincinnati, Ohio 
The ''Messenger'’ will deliver your message. 


Its reader in- 


Order space in 
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"In the International Harvester program of advertising, 


extending back over a good many years, the business press has, of 


course, played a very significant part. Our experience has covered 


many media and many forms of advertising, and the business papers 
as a group come nearer being indispensable than perhaps any 


other branch. 


"This Company makes several scores of mechanical products, 
the outlets for which we have found grouped very nicely by the 
efforts of the business paper publishers. At the present time we 
are carrying full pages at regular intervals in perhaps a hundred 
such publications, selling motor trucks, industrial tractors, 
and other equipment, the copy being specifically directed to the 


fields in question. 


"The general magazines take an important part of our 
appropriation each year, to build a general background of accept— 
ance and information with the public at large, but the 'shop talk' 
magazines lead us more directly to interested prospects and im- 


mediate sales. Our list during the years of depression resisted 


any serious pruning because we felt that we simply could not afford 


not to maintain contacts with our best concentrated sales fields." 


— yours very truly 


INTERNATIONAL HARVESTER 


COMPANY OF AMERICA 
by William L. Ninabuck 


in charge of display advertising 


This advertisement and those that 
follow are sponsored by these 


business papers: 


oS 


Advertising Age (ABC-ABP) 
537 S. Dearborn St., Chicago 


k 


American Restaurant (ABC) 
5 S. Wabash Ave., Chicago 


if 


Automobile Digest (ABC) 
22 E. Twelfth St., Cincinnati 


k 


Bakers’ Helper (ABC-ABP) 
332 S. Wells St., Chicago 


k 


Bakers Weekly (ABC-ABP) 
45 W. 45th St., New York 


i 


Boot & Shoe Recorder (ABC-ABP) 
239 W. 39th St., New York 


k 


Domestic Engineering (ABC-ABP) 
1900 Prairie Ave., Chicago 


“k 


Farm Implement News (ABC) 
431 S. Dearborn St., Chicago 


“ik 


Hospital Management (ABC-ABP) 
‘537 S. Dearborn St., Chicago 


k 


Jewelers’ Circular-Keystone (ABC-ABP) 
239 W. 39th St., New York 


f 


Milk Plant Monthly (ABC) 
327 S. La Salle St., Chicago 


“k 


National Provisioner (ABC-ABP) 
407 S. Dearborn St., Chicago 


k 


Paper Industry, The (ABC-ABP) 
333 N. Michigan Ave., Chicago 


k 


Paper Mill & Wood Pulp News (ABC-ABP) 
1440 Broadway, New York 


ik 


Steel (ABC-ABP) 
Penton Bldg., Cleveland 


a 


Welding Engineer (ABC-ABP) 
608 S. Dearborn St., Chicago 


k 
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June 10, 1935 


UTILITY HEADS 
PREDICT GREAT 
SALES VOLUMES 


Urge Aggressive Advertising 
of Appliances 


Atlantic City, N. J., June 6.—The 
New Deal with its TVA and other 
projects and its attacks on private 
utilities has given private utilities 
front-page advertising that could not 
have been bought for any money, 
speakers told the Edison Electric 
Institute this week at its third an- 
nual, convention here. 


They urged the power industry to 
cash in on this newly-stimulated pub- 
lic hunger for electrified homes, to 
invest its own money in “the great- 
est selling job in history” and to 
concentrate this work on two points: 
rebuilding good will, and promoting 
the “complete electric kitchen tailor- 
made for the individual home.” 

Heavy advertising campaigns with 
richly profitable results were re- 
ported by a number of regional com- 
panies. Similar drives are planned 
by others. It was indicated that the 
bulk of promotion will continue to 
be done separately by each corpora- 
tion with the central Institute being 
used only for research and legal de- 
fense. 

G. C. Estill, president and general 
manager of the Florida Power and 
Light Company, Miami, declared that 
“large use of electric service is more 
definitely planted in the minds of 
our customers today than ever in 
the history of our industry. 


Now Is the Time 


“This is largely due to the recent 
large volume of front-page space be- 
ing given to uses of electricity. This 
front-page space we could, under no 
circumstances, have ever bought and 
paid for. So, for the life of the in- 


dustry, let’s capitalize on this fact. 

“Lots of this front-page and radio 
propaganda is certainly detrimental 
to our companies as such, yet this 
publicity has surely made the public 
generally desire to use electricity for 
more services than ever. 

“It has tended to change the resi- 
dential user to thinking of his 
monthly utility bill as his electric 
bill, rather than his lighting bill. 

“Therefore we can best save our 
companies from government owner- 
ship by taking full and complete ad- 
vantage of this situation in putting 
forth more high class sales effort 
now than what was formerly con- 
sidered good utility practice.” 

The establishment of a national 
bureau to be sponsored by the Edi- 
son Electric Institute for the promo- 
tion through national publicity and 
advertising of the complete electric 
kitchen, was advocated by P. B. 
Zimmerman, head of the appliance 
division of the General Electric Com- 
pany, Cleveland. 

“Some will immediately say,” he 
stated, “that we have had electric 
kitchens for years. It is true we 
have had pictures of pretty kitchens, 
but they have never been installed 
because we have continued to sell 
individual appliances with no real 
regard for their relation to one an- 
other. 

More Service Saleable 


“The low-income families which 
make up 40 per cent of our custom- 
ers cannot be sold a complete elec- 
tric service, but will take that por- 
tion of it which includes electric re- 
frigeration if it is offered through 
an appliance that has low price, 
economical operation and long life. 

“The better income market, repre- 
senting 60 per cent of our’ customers, 
is now receptive to a more complete 
home service. It is an ideal new 
market. 

“The complete and coordinated 
electric kitchen cuts the hours of 
kitchen labor in half. It is more 
sanitary, produces food that tastes 
better, its uncontaminated air makes 
a more healthful work room, and it 
is safe. It protects food in its re 
frigerator, saves food shrinkage in 
its range and reduces dish breakage 
in its dishwasher. 
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DISPLAY LINAGE 


Philadelphia Newspapers 
First Four Months . . 1935 


MEDIA RECORDS 


*RECORD 


The 
proof of the changing advertising pic- 
ture in Philadelphia. 


3,711,267 


*INQUIRER - - - 2,988,623 


BULLETIN - - - 2,885,710 


- - - 2,766,196 


figures above are still further 


Since 1932 the 


EVENING LEDGER has led all Phila- 


delphia newspapers, 


including those 


published seven days, in Total Display 


volume. 


This uninterrupted leade-- 


ship is evidence of the fact that the 


HUGH BURKE 
60 E. 42d Street 
NEW YORK 


EVENING LEDGER is doing the best 
selling job 


in Philadelphia. Let it 


carry your messages to the Philadel- 
* phians who are spending money. 


JOHN E. LUTZ 
180 N. Michigan Ave. 
CHICAGO 


* Morning and Sunday included 


“It costs as little as a cheap car. 
It can be operated for $2 a week. 
In current consumption from our 
lines it is equal to eight average 
customers. And it is within the 
means of at least 25 per cent of our 
patrons. 

“Automobiles are largely sold on 
body styling. Think how that mar- 
ket would be limited if the auto 
people sold chassis and let the cus- 
tomer go elsewhere to buy a body.” 


Urges Kitchen Bureau 


Mr. Zimmerman proposed that the 
Edison Electric Institute set up an 
electric kitchen bureau, sponsored 
by a chief executive and staffed with 
several men to take the story to the 
local clubs and leagues, cooperating 
with them and with unemployed 
architects. 

The proposal for a huge good will 
campaign was put forward by Frank 
McLaughlin, Seattle, president of the 
Puget Sound Power and Light Com- 
pany, with some pointed advice about 
keeping the industry’s hands clean. 

“We are sure of a place in the 
sun,” he said, “only on the merits of 
our performance in discharging a 
public trust. If we fail in this some- 
body else will take our place. No 
business can survive where custom- 
ers patronize it only because they 
have to. 

“The siren song of the advocate 
of public power is that the day of 
private operation is over, that only 
with public ownership can cheap 
rates be obtained and the rights of 
the people protected. 

“We face the most difficult and gi- 
gantic task that ever faced a great 
industry. We have no time for mud 
slinging or whimpering. We have 
to regain a somewhat lost and some- 
what stolen public confidence, after 
the shortcomings of a few of us have 
caused the industry to be convicted 
without a fair trial. 


Appliances the Answer 


“You can’t build good will by sell- 
ing an inferior product or charging 
too high a price for a good one. We 
must reform where necessary, dis- 
continue any abuses, go to the peo- 
ple with clean hands and the thought 
of public service uppermost, and 
then undertake an extensive cam- 
paign of enlightenment through 
every available means—newspapers, 
radio, personal appearances and any 
other effective medium.” 

Cheap electricity means about as 
much to the man who has not the 
appliances to use it, as cheap gaso- 
line to the man without a car, Mr. 
McLaughlin pointed out. The real 
problem right now, he said, is to pro- 
vide the home with electric equip 
ment. 

“The auto industry has done a mar- 
velous job of selling; we must outdo 
it. Instead of the slogan ‘a chicken 
in every pot,’ make it ‘a range, re- 
frigerator and water heater in every 
home.’ 

“Then it will be possible to reduce 
rates much farther with a profit. And 
with all the talk about cheap power 
from governmental projects, rates 
are going to have to continue to 
come down if the good will of the 
customer is to be obtained and held.” 

Definite suggestions for advertis- 
ing were included in the talk by Mr. 
Estill, based on his Florida experi- 
ence. He proposed that companies 
arrange for dealers a financing plan 
for selling small appliances costing 
the customer as low as $2. 

“Thoroughly advertise the plan,” 
he said. “Always advertise from the 
customer’s viewpoint. Advertise 
what an appliance will do for the 
customer, rather than the appliance 
itself.” 


Says Ignorance Is Bliss 


The salesman should know nothing 
about the difference between public 
and private ownership, nor about 
“utility language” of kilowatts and 
amperages, Mr. Estill asserted. 

He declared further that the ad- 
vertising copywriter should know 
nothing about the utility business, 
“so that he can continually keep the 
customer’s point of view.” 

“What both must keep always in 
mind is not how the appliance is 
made but what it will do for the cus- 
tomer; not what the current will cost 
a kilowatt-hour but how little the ap- 


pliance will cost a month in dollars 
and cents. 


TWO PRESIDENTS 


Bw, 


— 


E. Curtis Taulbee (left), new pres- 

ident of Advertising Club of Fort 

Worth, and R. J. Potts, newly-in- 

stalled head of Advertising Club 
of Kansas City, Mo. 


“Use all mediums: newspapers, 
radio, billboards, signs, window dis- 
plays, bill stuffers and direct mail. 
Forget about so-called institutional 
advertising. 

“We ourselves spend one and a 
quarter per cent of our gross electric 
revenue for advertising by newspa- 
pers, radio and billboards. The re- 
sult so far is that 29 of every 100 
residential customers in our territory 
use electric refrigerators, 17 use 
ranges and ten use electric water 
heaters.” 

Thomas N. McCarter, president of 
the Institute, announced that the 
electric power industry now repre- 
sents twelve to thirteen billion dol- 
lars of investment and $1,800,000,000 
annual gross business. 

J. C. Guild, Jr., president of the 
Tennessee Electric Power Company, 
Chattanooga, told of meeting the 
fierce new competition of the Ten- 
nessee Valley Authority and Electric 
Home and Farm Authority, invading 
his company’s territory. 


Sales Hold Up 


“In June, 1933, our state utilities 
commission ordered a reduced state- 
wide uniform residential rate which 
amounted to a ten per cent cut in 
our residential revenue. Our busi- 
ness already had decreased. It was 
a loss we could ill afford to take. We 
had already cut down merchandising. 

“The situation was serious. We 
did a lot of thinking and studying 
and decided the only thing was a 
strenuous sales campaign. Our sales 
organization then comprised about 
150 people. We enlisted the other 
company employes, the other 90 per 
cent. Top executives of the com- 
pany began circuit-riding the entire 
property, talking to small groups of 
the employes, making them sales- 
minded, offering a system of com- 
missions and bonuses. We took them 
all into our confidence on the whole 
situation we were up against. The 
whole idea was to build up load— 
sell more current. 

“One of our operating engineers 
who had never sold anything in his 
life advanced the idea of selling a 
good standard make electric iron for 
$1.95 that formerly sold at $4. Our 
iron sales jumped from 4,000 to 
20,000 a year, and power consump- 
tion likewise went up. 

“We doubled our advertising ex- 
penditures, using newspapers, bDill- 
boards, window displays, direct mail, 
bill stuffers, and radio. 

“In May, 1934, the Electric Home 
and Farm Authority announced their 
refrigerators, ranges and water heat- 
ers, mostly standard models that we 
already had been selling, but with 
lower prices and carrying charges. 
We went right along with them, used 
the same sort of finance plan, but 
carried our own paper. 


Tells Selling Plans 


“Today we have a refrigerator for 
about every two and a half cus- 
tomers, a range for about every five, 
and a water heater for every twenty. 
Annual use of electricity per resi- 
dential customer has increased over 
30 per cent in twelve months. De- 
spite the forced reductions in rates, 
yearly revenue is only about three 
per cent under a year ago and it 
now is increasing toward an actual 
gain.” 

Describing the 1934 advertising ac- 
tivity of the Union Electric Light 
and Power Company, St. Louis, C. 
E. Michel, sales manager, stated that 
the year was divided into four pe- 
riods, for each of which the company 


set up a cooperative publicity and 


merchandising campaign on the par- 
ticular merchandise best lending it- 
self to special promotion during each 
period. Information on the cam- 
paigns was released to dealers at the 
start of each period. 

The publicity campaigns included 
daily newspapers, radio, and out- 
door advertising. To tie the dealer’s 
store into the campaign, the com- 
pany furnished dealers with window 
and store display cards, appliance 
cost tags, and folders and booklets 
on the low cost of operating elec- 
tric appliances in St. Louis. 


Docherty Chosen as 
Omaha Club Leader 


The Omaha Advertising Club has 
elected Charles R. Docherty, I. A. 
Medlar Company, as its president 
for the 1935-36 season. Mr. Docherty 
succeeds William H. Kearns, Bu- 
chanan-Thomas Advertising Com- 
pany. Others elected to office are: 
vice-president, W. L. Peterson, North- 
ern Natural Gas Company; secre 
tary-treasurer, Milton R. Reynolds, 
The Earl Allen Company; directors, 
H. O. Peterson, Sears, Roebuck & Co., 
and John Murray, Louis Bostwick 
Company. 

Omaha delegates to the Advertising 
Federation of America convention in 
Chicago are Fred J. Driver, Jr., 
Horace B. Northcott, Lester M. 
Branch, N. C. Leary, John Gillin, Jr., 
and Messrs. Kearns and Peterson. 


Texas Radio Station 


Installs High Fidelity 


Station WFAA, the Dallas News 
and Dallas Journal station, will finish 
installation of complete RCA high- 
fidelity equipment throughout plant 
and studio by the end of July. The 
high fidelity plant and studio con- 
necting lines have been in operation 
for some time, and new monitoring 
and pre-amplifier equipment are now 
being put into operation. 

A feature of the change in studio 
set-up is the shift from high to low- 
level switching and addition of one 
velocity and six latest type inductor 
microphones. 


IF You WANT GooD 

PHoloSTATS-QUICK-§ 

CALL RAPID: 
ee 


RAPID 


COPY SERVICE CO. 
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near you to serve you 
NEW YORK 


415 Lexington Avenue 
444 Madison Avenue 


VAnderbilt 3-3680 
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Union Trust Building 


Main 9335 
CHICAGO 


110 So. Dearborn Street 
360 No. Michigan Avenue 
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ADVERTISING AGE 


31 


PROGRAM FIXER 


G. Ray Schaeffer, Marshall Field 

advertising head and A. F. A. 

director, who is general program 
chairman for the convention. 


CONSUMER NEEDS 
FACTS, SO HOOD 
PROVIDES THEM 


Gives Data and Lets Buyer 
Form Opinion 


Watertown, Mass., June 6.—Many 
keen merchandising minds are 
agreed on the necessity of selling 
quality goods, which command prices 
providing more than a mere subsist- 
ence level, a campaign just initiated 
by Hood Rubber Company this week 
indicates. 

The views of Walter A. Sheaffer, 
president of Sheaffer Pen Company, 
on this subject, were presented in 
ADVERTISING AGE May 20. Mr. 
Sheaffer is appearing before many 
business organizations to urge that 
retail salesmen receive bonuses for 
selling high-class merchandise which 
yields enduring satisfaction to the 
buyer and a satisfactory profit to all 
who have a hand in its production or 
distribution. 


Job for Advertising 


Hood Rubber Company apparently 
concurs in Mr. Sheaffer’s views, but 
believes that advertising can render 
invaluable aid in reaching this ob- 
jective by pre-selling the consumer on 
the high-priced, high-quality product 
before he enters the store. This can 
be done by stating simple facts about 
merchandise in simple language, so 
that the reader can acquire a definite 
idea as to why one piece of merchan- 
dise costs more than another which 
looks ‘“‘just as good,’ the company 
believes. 

Just as Sheaffer Pen Company feels 
it must manufacture a $1 fountain 
pen to complete its line and allow 
dealers to appeal to every purse, 
Hood Rubber Company believes it 
must produce inexpensive canvas 
shoes, in addition to those selling at 
prices more in accord with American 
standards. 

The initial advertisement in Col- 
lier’s this week portrayed three types 
of Hood canvas shoes, while corollary 
illustrations told of the outstanding 
merits of each. 

The first product presented was a 
shoe which has two quality features 
and retails at 79 cents. Next came 
a shoe possessing three high virtues 
and selling at 98 cents. Finally came 
the king of the line, a Hood canvas 
shoe embodying not only all of the 
superior qualities carried by the 
others, but the supreme contribution 
of “posture foundation,” which pro- 
vides insurance against flat feet by 
giving added foot support. The price 
of this outstanding piece of merchan- 
dise is $1.49. 

Thus, the reader was given an ac- 
curate picture of each of the three 
units making up the line and its 
salient features. The inference was 


that each is an excellent purchase, 
but that the highest priced is by far 
the best bargain for those who can 
afford to pay that sum. 

This impression was heightened by 
the headline, which said: “Your boy 
takes 22,000 steps a day in his canvas 
shoes.” 

Paul N. Swaffield, advertising man- 
ager of the company, explained that 
this type of copy puts the company in 
the role of narrator of facts which 
the buyer needs to formulate an in- 
telligent opinion of which shoe is 
best fitted to his needs. Such copy, 
he believes, is especially timely be- 
cause of demoralized conditions in 
the summer footwear field, as well as 
because of the situation which Mr. 
Sheaffer is endeavoring to correct. 

The Hood campaign will run in 


American Boy, Boys’ Life, Collier’s, 


Good Housekeeping, Ladies’ Home 
Journal, Saturday Evening Post, 
Scholastic and Woman’s Home Com- 


panion. McCann-Erickson is the 
agency. 
Minwac Plans Campaign 


Newspapers in various cities will 
be used in a campaign by The Min- 
wac Company, Inc., New York, maker 
of floor and wall finishes, stains, etc. 
The company has appointed W. I. 
Tracy, Inc., New York, as its adver- 
tising agency. 


McCord Moves 


The McCord Company, Inc., Minne- 
apolis-St. Paul advertising agency, 
has moved from the Rand Tower, 
Minneapolis, to 1225 First National- 
Soo Line Bldg., Minneapolis. The 
telephone number is Bridgeport 1225. 


CBS Names Gray 
To Administer 
New Ad Policy 


New York, June 6.—Gilson Gray, 
formerly in charge of the radio de- 
partment of the D’Arcy Advertising 
Company, St. Louis, has been ap- 
pointed commercial editor of the Co- 
lumbia Broadcasting System, newly- 
created position in the Columbia 
organization. 

Mr. Gray will direct administra- 
tion of Columbia’s advertising poli- 
cies, including the three policies re- 
cently adopted: strict limiting of 
length of advertising announcements, 
editing commercial announcements 


to prevent discussion of unpleasant 
subjects, and applying standards of 
fitness to commercially sponsored 
broadcasts for children. 

In the work of improving chil- 
dren’s programs, Mr. Gray will be 
assisted by a child psychologist and 
an advisory board of qualified mem- 
bers. 

Mr. Gray formerly connected with 
the editorial departments of the New 
York Herald Tribune and Times and 
later was associated with Batten, 
Barton, Durstine, and Osborn. 


To Advertise Ice Cream 


The Los Angeles office of Emil 
Brisacher and Staff has been ap 
pointed to handle advertising for 
Chapman’s ice cream. Outdoor ad- 
vertising will be used. 


ATLANTA, 


BUFFALO, 610-17 Court Street 
CHARLOTTE, 
CHICAGO, 1117-8 Blum _ Building 

CINCINNATI, 800 Keith Building 


DAL LAS, 502 Allen Building 
DENV 


ALBANY, 717 National Savings Bank Bldg. 
912-101 Marietta Street Building 
BOSTON, 604-605 Union Savings Bank Building 


710 First National Bank Building 


CLEVELAND, 423 Guarantee Title Building 


ER, 629 Denham Theatre Building 
DETROIT, 715 Francis Palms Building 


KNOW MORE ABOUT THESE 
EXCLUSIVE NATIONWIDE 
ROSS FEDERAL SERVICES 


You push 
the button-- 


and Ross Federal Research Corporation]thru 
its 32 National Branch Offices sends forth 
some or all of its 3700 field representatives 
to get the common sense answers you 
demand—quickly. (No weeks and months 
delay; Ross Federal men are on the job day 
after day all over America, doing real front 
line jobs for one hundred or more of America’s 
leading corporations. 


Market Surveys 
Consignment Inventories 
Fact Finding Studies 


Coincidental Radio Checking 
Radio Audience Measurement 
and many other specialized services 


Write any Ross Federal branch office 
for a copy of “The Woods Are Full of 


Experts—BUT!” 


Ross Federal Research Corp. 


EXECUTIVE OFFICES 
6 EAST 45TH ST., NEW YORK CITY 


LIST OF OFFICES 


DES MOINES, 


Building 
KANSAS CITY, 


MEMPHIS, 
MILWAUKEE 


NEW HAVEN 


207 Old Colony Building 
INDIANAPOLIS, 312 Chamber of Commerce 


212-213 City Bank Building 
LOS ANGELES, 536 South Hill Street 
MINNEAPOLIS, 615-616 Pence Building 


NEW ORLEANS. 2011 State Street ST 
NEW YORK, 120 West 42nd Street 


OK 


PORTLAND. ORE.. 1003 Porter Building 
227 Sterick Building SAN FRANCISCO, 402-404 Kress Building, 
209 Tower Hotel Building 935 Market Street bs 
SALT LAKE CITY. 1606 Walker Bank Building 
217 Roger Sherman Building SEATTLE. 225 Securities Building 


LAHOMA CITY. 426 N. W. 25th Street 
OMAHA, =. Barker Building 


PITTSBURGH. 815 Plaza Building 


LOUIS, 1900 Continental Life Building 
WASHINGTON, 539 Evening Star Building 


. Bank Building 
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Inter-Agency Group 
Convenes in Detroit 


Members of the _ Inter-Agency 
Group, consisting of 22 agencies 
located in 25 cities in this country 
and Canada, held their sixth annual 
convention in Detroit May 31 and 
June 1, with Holden, McKinney & 
Clark, Inc., Detroit, as host. Harold 
M. Hastings, secretary-manager of 
the Adcraft Club of Detroit, wel- 
comed the visitors. Industry studies 
and marketing plans compiled by 
members were discussed at the con- 
vention. 


Getchell Names Two 


J. Stirling Getchell, Inc., New York, 
has appointed M. Peter Francheschi, 
production manager, and John 
Stoehrer, art director. 


Badger Cheese 
To Be Branded 


Fond du Lac, Wis., June 7.—Plans 
for advertising Wisconsin cheese and 
adoption of a brand name have been 
approved by the Wisconsin Cheese- 
makers Publicity Association. 

Advertising plans for the coming 
year were outlined by John H. Lem- 
mon, vice-president of Klau-Van Pie- 
tersom-Dunlap Associates, Inc., Mil- 
waukee advertising agency, at the as- 
sociation’s annual convention here. 

Members authorized the board of 
directors to make final selection of 
the brand name which will identify 
Wisconsin cheeses in all advertising. 


The convention also voted to change 
the name of the association to con- 
form to the brand name. 

The organization will promote the 
use of cheese, but will not attempt 
to engage in marketing cheese. Mr. 
Lemmon pointed out that an in- 
crease of one cent per pound in the 
price of cheese means an additional 
income of one dollar per year for 
every man, woman, and child in the 
Badger state. The association now 
includes more than 300 cheesemakers. 


Joins Water & Associates 


Norman D. Water & Associates, Inc., 
New York advertising agency, has 
made Sam Robert Chernow director 
of exploitation. Mr. Chernow was 
connected with the motion picture 
industry for a number of years. 


Cincinnati Adclub 
Plans to Rejoin A. F. A. 


Members of the Cincinnati Adver- 
tisers Club, at their final meeting of 
the year, on May 29, agreed to leave 
the matter of rejoining the Advertis- 
ing Federation of America in the 
hands of the club’s board of govern- 
ors, to rejoin when finances permit- 
ted. 

A suggestion was made to the 
club’s officers that an exhibition of 
the work of commercial artists be 
held on Fountain Square, Cincinnati. 


J. E. Junkin, Jr., Dies 

John Evans Junkin, Jr., 47, busi- 
ness manager of the Miami Daily 
News, died June 1. He had been ill 
for four years. Mr. Junkin went to 
Miami from Sterling, Kas., 23 years 
ago. 


DRIVING 


Prominent Advertisers increasingly select the Home Magazine. 
They use it as a major effort against America’s largest market, or they add 


it to their schedules to insure sales success. 


The reason is simple. New York’s largest evening newspaper is dominant in 
coverage. . . . 97 per cent concentrated in the New York area. 


Known for its sales vitality it provides the only week-day opportunity for 
four-color advertising. . . . And at low cost! 


y 


F O 


RCE 


Among Current 
Color Advertisers 


Babbitt © Borden ® Chev- 


rolet © Consolidated Gas ® 
Dupont ® Ford ® Frederics 
® Glenmore © Gooderham & 
Worts ® Loose Wiles ® Na- 
tional Distillers © Norge ® 


Phillips Soup © Penick & 


Ford 


Y, 
ATU 


HOME 


HA 


Glass ® Plymouth ® Schaefer 
Beer © Socony © Westing- 


® Pittsburgh Plate 


house ® 


MAGAZINE 


NATIONALLY REPRESENTED BY HEARST INTERNATIONAL ADVERTISING SERVICE 


RODNEY E. BOONE, GENERAL MANAGER 


AIDED ARRANGEMENTS 


Charles C. Younggreen, Reincke- 
Ellis-Younggreen & Finn, A. F. A. 
director, who played a leading 
part in arranging details of the 
convention. 


BRITISH PLAN 
DRIVE TO END 
SLUMP IN ADS 


London, England, May 31.— The 
Advertising Association has com- 
pleted plans for a campaign to ad- 
vertise advertising in newspapers 
during the vacation months of July 
and August when the volume of ad- 
vertising decreases sharply. 

Previous efforts of the kind on 
behalf of advertising have been made, 
but the promotion this year is to 
be along new lines. In former cam- 
paigns, the newspapers have laid 
emphasis on the purchase of branded 
goods, but while this technique 
brought some of the results desired, 
it also increased the demand for 
substitute goods. 

For this latter reason, it is pro- 
posed in the coming campaign to 
concentrate on selling of advertised 
goods, from the angle that only a 
firm which makes a good product can 
continue to advertise. 

If a manufacturer advertises, he 
must substantiate the claims he 
makes in his copy and maintain an 
unvarying standard of quality, in 
order to obtain repeat orders, con- 
sumers will be reminded. 

In the new campaign, the former 
method of using simple statements, 
clinched by a simple slogan, will be 
scrapped. These statements will be 
replaced by a newsy type of material, 
with a touch of editorial make-up. 
An indirect headline, an attractive 
illustration, and lengthy conversa- 
tional copy have been adopted. 


Dramatic Copy Planned 


In almost every instance the ap- 
peal is to women. “Family Finance” 
and “Blessed Event” are two subjects 
to be considered in the series, the 
second reporting a conversation be- 
tween Mary Pride and Aunt Julie, 
with some sound advice by the latter. 

Others are “Bride to Be,” and 
“They All Knew Mr. Binks.” The 
latter advertisement concerns two 
butchers. The copy headed “This 
Cock-Eyed World” reaches its point 
by means of a pleasant discussion 
about the earnings of boxers, croon- 
ers, and scientists. 

To link up the various parts of the 
campaign, a few smaller advertise- 
ments of the slogan type are being 
used as reminders. 


Mutual Adds Canadian 


Programs to Schedule 


Starting with the broadcast of the 
Dionne quintuplets’ birthday party 
May 28, the Mutual Broadcasting 
System began an interchange of 
programs with the Canadian Radio 
Commission. These programs are 
transmitted to the Mutual station 
WXYZ, Detroit, and from WXYZ to 
other MBS stations. 
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REVIEWS CAREER 
OF GULISTAN RUG 
IN ROTOGRAVURE 


Factors in Sales Successes 
Are Listed 


New York, June 7.—Bringing sales 
successes from the very beginning, 
rotogravure advertising is scheduled 
to continue to sell Gulistan rugs by 
means of striking headlines and pic- 
tures, Arto Funduklian, sales promo- 
tion manager of A. & M. Karagheu- 
sian, Inc., told ApDverTIsING AGE in 
reviewing the firm’s promotion of 
this product. 

The company started to advertise 
Gulistan rugs in 1929, and since that 
time has used no space for publica- 
tion advertising other than in roto- 
gravure sections. Now Mr. Funduk- 
lian believes that Gulistan is the best 
known rug in the field, despite the 
fact that the name was entirely un- 
known when the first rotogravure 
copy appeared. 

The schedule of newspapers has 
varied. The maximum number used 
at one time was 15. Since 1929, Kar- 
agheusian has spent more than 
$250,000 for space in one paper alone. 
Hanff-Metzger, Inc., has handled the 
account since the beginning. 

From the first, speed has been a 
valuable factor in making permanent 
the company’s adoption of rotogra- 
vure advertising. Gulistan rugs had 
been on the market some nine 
months before the first advertising 
appeared. Then plans to feature 
them were announced to the trade. 
At this point, preparation of the ad- 
vertising campaign was started, and 
within six weeks, the first rotogra- 
vure advertisement appeared in the 
Chicago Tribune, Chicago being the 
city where the initial drive was 
staged. 


Defines Reasons 


At the end of that season, the ad- 
vertising had won Gulistan an in- 
crease in sales of 300 per cent. To- 
tally unknown before this, so far as 
the general public was concerned, 
the name acquired a meaning of fine 
quality. When the depression came 
on. Gulistan’s sales shrank more 
slowly than those of the trade at 
large, and the continued use of roto- 
gravure was credited with maintain- 
ing the rug as a best seller even 
though volume was reduced. 

There are several reasons why 
rotogravure was selected to introduce 
the Gulistan rug, and why it has 
been used consistently since, accord- 
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DOES GOOD JOB 


A typical rotogravure page for 

Gulistan rugs, illustrating the spe- 

cial technique developed by this 
advertiser. 


ing to Mr. Funduklian. One of the 
principal reasons was that the use of 
this medium enabled spotting of the 
advertising in large cities and their 
trading areas, where the company 
was convinced that the vast majority 
of prospective buyers for a quality 
rug like Gulistan were to be found. 

Then again, rotogravure is inti- 
mately connected with newspapers 
and has a newsy contact with the 
public, while at the same time it 
permits excellent reproduction of the 
outstanding features of this type of 
merchandise, the company believes. 

Further considerations in its use 
were the thought that it would per- 
mit extensive tie-up advertising by 
retail merchants, and that the roto- 
gravure section has unusually good 
visibility. This latter point is not 
guess work as far as Karagheusian 
advertising is concerned, two surveys 
having proved the point. One re- 
vealed, according to Mr. Funduklian, 
that a page of rotogravure copy is 
seen by more people than a spread in 
black and white, while the other 
showed that roto advertising is read 
primarily by women, the initiators of 
rug purchases. 


Develops Own Technique 


Karagheusian developed its own 
technique, which was merely a treat- 
ment to suit the medium. 

“We recognized the fact that the 
reader takes a flash at the rotogra- 
vure section,” Mr. Funduklian ex- 
plains. “We therefore drew up the 
copy to tell our story in headline and 
picture and at the same time give 
sufficient information for the inter- 
ested prospect.” 

This technique has not changed. 
About two-thirds of the page usually 
shows a woman standing on the rug 
or seated on some piece of furniture 
gazing at it. Her attire places her 
in an upper income group. The 
lower third of the page gives the de- 
tailed information for the interested 
prospect and coupon for a _ booklet. 
Thus, magazine and’ newspaper 
styles were combined. 

The booklet was found to be suc- 
cessful in isolating the live prospect 
and further building up prestige. The 
use of rotogravure advertising has 
been very successful, Mr. Funduklian 
states, and its use in the future will 
be continued. Color has been tried, 
but the added expense was not jus- 
tified. Hence, monotone will be the 
type of rotogravure used for Gulistan 
promotion in the future. 


P. N. P. A. Strikes at 
Wagner Labor Bill 


The Pennsylvania Newspaper Pub- 
lishers Association, at a meeting 
held in State College, Pa., on May 
28, condemned the Wagner labor dis- 
putes bill now pending in Wash- 
ington and at the same time voted 
opposition to any action at this time 
on the unemployment insurance bill 
in the state legislature. 

While the publishers studied all 
reactions to the Supreme Court de- 
cision against the NRA, they with- 
held comment as a group, but several 
members voiced a belief that the de- 
cision will affect the Wagner bill and 
other New Deal legislation. A reso- 
lution was adopted expressing the 
publishers’ conviction that industry 
will be burdened to the limit by new 


taxes imposed to finance relief. 


Bushnell Heads Los 
Angeles Ad Club 


Anson C. Bushnell, Christian Sci- 
ence Monitor, was elected president 
of the Advertising Club of Los An- 
geles May 28. Others elected were: 
first vice-president, Lloyd L. Staggers, 
editor and manager of Commercial 
Bulletin; second _ vice-president, 
W. Irvin Brennan, sales director, 
Times-Mirror Printing & Binding 
House; and secretar y-treasurer, 
Harry S. Anderson, assistant adver- 
tising manager, Broadway Depart- 
ment Store, Inc. 

Elected as directors were Alfred M. 
Eskridge, account executive, Foster 
& Kleiser Company; Roy S. Kellogg, 
Campbell-Kellogg Company; and 
Theodore J. Van de Kamp, Van de 
Kamp’s Holland-Dutch Bakers, Inc. 
Hold-over directors are W. G. Scholts, 
retiring president; C. J. Elsasser, 
H. Lewis Haynes, and John J. Mes- 
sler. 


DuMond to Agency 


Joe DuMond, for the past seven 
years manager of station WMT, 
Waterloo, Ia., has been named di- 
rector of radio production by Henri, 
Hurst & McDonald, Inc., Chicago. 


Des Moines Agency Moves 


Cole’s, Inc., Des Moines advertis- 
ing agency, has moved to new and 
larger quarters in the Continental 
Bldg., 720 Grand Ave. 


UNITED MOTORS 
SERVICE OPENS 
PARTS CAMPAIGN 


Detroit, Mich., June 6.—Ending 
a seven-year absence from the con- 
sumer publication field, United Mo- 
tors Service has launched a new 
campaign in anticipation of the 
wider parts and service market now 
opening with the approach of the 
pleasure driving season. 

The new drive, which will supple- 
ment the business paper and direct 
mail effort successfully employed by 
the company in the past, was placed 
under way with a full page in two 
colors in the Saturday Evening Post, 
and was followed by a one-third 
page insertion in black and white. 

For the present, the consumer copy 
will be confined to the Post, with 
the possibility of being extended to 
other publications later, according to 
company officials. 

United Motors’ oval emblem will 
be prominently displayed throughout 
the series, with the brief headline 
message, “ ‘United’ for service wher- 


ever you drive . . look for this 
sign.” 

Copy emphasizes the fact that the 
sign is displayed by thousands of 
selected service stations in the 
United States and Canada. As au- 
thorized United Motors Service sta- 
tions, the motorist is told, these sta- 
tions are equipped with approved 
tools and equipment, necessary tech- 
nical information, and standard 
parts, enabling them to render the 
type of service which results in the 
four essentials of complete motoring 
satisfaction. 

The four essentials—improved mo- 
tor performance, greater riding com- 
fort, maximum driving safety, and 
better operating economy-—are 
stressed in each insertion, and serve 
to tie the campaign to the com- 
pany’s earlier advertising efforts. 


Honor Charlie Miller 


A leather booklet containing letters 
from more than 100 business execu- 
tives, and five shares of Standard Oil 
of Kentucky stock, was presented by 
friends to Charlie Miller, who has re- 
signed as assistant general manager 
of the Lowisville Herald-Post, in a 
brief ceremony in the office of Walter 
H. Girdler, president of the newspa- 
per, on May 29. Mr. Miller left May 
30 for Miami Beach, Fla., to recuper- 
ate from an illness. Newspaper em- 
ployes presented him with a radio 


most good. 


Don't let em 


DIE ON THIRD. 


How many times have you seen them die on third be- 
cause the boy at the plate figured he could swat a homer? 
A line drive to deep center would have brought in a run. 
In radio advertising every broadcast cannot be a home- 
run. What do you do about the ones that are left on 
third? WOR (whose business for the first four months 
of this year is 30% ahead of last year) is a big league 
pinch hitter. Batting with a new directional antenna 
system, we put the ball right where it will do the 


and traveling bag. 
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‘Tribune’ Shows 
Pulling Power 
Of Retail Copy 


Chicago, June 6—The Chicago 
Tribune introduced something new in 
promotion Monday when it invited 
Chicago advertisers and agencies to 
attend a luncheon at the Fair Store 
and get a visual demonstration of 
the almost automatic pulling power 
of newspaper advertising when 
hooked up to a special sales event. 

Close to 250,000 customers re- 
sponded to Economy Day at the Fair 
and the 100 guests of the Tribune 
were somewhat awed at the ava- 
lanche set in motion by the power 
of the printed word. 

Chesser M. Campbell, advertising 
manager of the Tribune, presided at 
the luncheon, introducing D. F. Kelly, 
head of the Fair and Mary Murphy, 
advertising manager. Mr. Kelly said 
that 250,000 visitors on Economy day, 
and sales of $600,000 are not unusual 
when the store spends from $25,000 
to $33,000 in newspaper advertising. 

He told ADVERTISING AGE later that 
results of the 1935 Economy Day, 
which was held over to Tuesday, were 
“eminently satisfactory.” 

The Fair took a ten-page special 
section, including one page of color, 
in the Sunday Tribune, four pages, 
including one of color, in the Sun- 
day Herald and Examiner, and two 
pages in the Sunday Times, with one 
in the week-end Downtown Shopping 
News. The announcement of the 
Tuesday holdover was made in one 
page in the Chicago Evening Ameri- 
can, one in the Chicago Daily News 
and two in the Times. 


Klein Appointed 

Philip Klein, Inc., Philadelphia, has 
been appointed advertising counsel 
for American Store Equipment Cor- 
poration, New York, which plans, 
builds and finances retail store mod- 
ernization. Business publications 
will be used. 


Taulbee Made President 
of Fort Worth Adclub 


E. Curtis Taulbee, advertising man- 
ager, R. k. Cox Dry Goods Company, 
has been elected president of the 
Fort Worth Advertising Club, suc- 
ceeding E. C. Whitcomb, new busi- 
ness manager, Lone Star Gas Com- 
pany. Ralph Bishop, president, 
KFJZ, and DeWitt Morgan, vice- 
president, North Texas Advertising 
Company, were elected vice-presi- 
dents. Thomas Yates, Business-Ad- 
vertising Company, was made sec- 
retary-treasurer. 

Directors are: Mr. Whitcomb; 
Grover C. Cole, Harveson-Cole; Paul 
J. Harmon, advertising manager, 
Texas Electric Service Company, 
and governor, Southwestern district, 
Advertising Federation of America; 
W. W. Cooke, directory advertising 
manager, Southwestern Bell Tele- 
phone Company; A. G. Norment, ad- 
vertising manager, Fort Worth 
Press; Homer Belew, advertising 
manager, Fort Worth Star-Telegram; 
Cc. B. Spence, advertising manager, 
Monnig’s Department Store; Will 
Wood, advertising manager, Ren- 
fro’s, drug chain; Mrs. Nellie Sue 
Blevins, advertising department, The 
Fair, department store. 


Comedy Team Signed for 
Ford Dealers’ Program 


Colonel Stoopnagle and _ Budd, 
comedy team, will be added to the 
Ford Dealers of America radio pro- 
gram on July 2, to co-star with Fred 
Waring and his Pennsylvanians, who 
have broadcast for Ford Dealers of 
America over 92 Columbia stations 
for nearly 18 months. 

On July 2, the program will be 
shifted from its Thursday spot to 
Tuesdays, from 9:30 to 10:30 p. m., 
EDST. The same CBS hook-up will 
carry the new Ford Dealers series. 


Brewer Names Wolf 


Rochester Brewing Company, Inc., 
Rochester, N. Y., brewer of Old Top- 
per ales, has appointed Ed Wolff & 
Associates of that city to handle its 
advertising. Newspapers are being 
used to introduce a new summer ale. 
Bertram Wilson, formerly of the New 
York State Railways, is vice-presi- 
dent of the brewery, in charge of ad- 
vertising. 


Getting Personal 


Bob Rindfusz, Periodical Publishers Association secretary, caught 
the biggest channel catfish (35 pounds) on the annual fishing expe- 
dition of the Asparagus Club to Wachaperague Creek, Va. The other 
advertising men who returned this week to verify the story were 
Charlie Presbrey, perennial president of the club, and Col. K. G. Martin, 
of Presbrey; Alfred Clapham and Ellsworth Gale, of Johnson & John- 
son; and Kenneth Plumb and Charlie Wright, of Federal. There was 
no award for total tonnage this year but it is understood that the party 
of 12 almost depopulated the Cape Charles waters. 

Bob Misch, Albert Frank-Guenther Law, has been elected secretary 
of the American branch of the Wine and Food Society, British haute- 
monde organization of gourmets, and is now busily engaged in his 
spare time in preparing a brochure on restaurants in and near New 
York where the discriminating may be satisfied. 


H. B. (Buzz) Le Quatte is trying to contact Phil Cook, the radio 
star, to learn what Phil said about him in a recent broadcast that 
brought a flood of fan mail to Churchill-Hall. The two were partners 
in the agency business ten years ago, Phil functioning as art director, 
and they have remained great friends. 


The long roster of gifted members of the Kenyon & Eckhardt staff 
includes Judith Silvers, successful author on the side, and Alka Kues, 
a secretary who doubles as a popular artist’s model. Miss Silvers, also 
a soap carver of some renown, writes children’s stories, illustrating 
them herself. Miss Kues, a tall, slim blonde, has inspired some of the 
better-known illustrators and commercial artists. 


H. S. Gardner, the agency head, returned last week from a three 
months’ tour of the Orient, where he enjoyed himself thoroughly at 
his life-long hobby, the study of people and racial cultures. One of 
the facts that interested him is that the Japanese, undeniably a smart 
people, reverse the Occidental positions for reading matter and com- 
mercial copy in their newspapers. 


Dan Fernald, of Sunday Magazines, who chose April 1 as an ap- 
propriate date to break a leg, is again on the Manhattan advertising 
scene albeit for the nonce on crutches. Bob Danby, of Benjamin Esh- 
leman, hearing of the crackup of his old sidekick of Leslie-Judge days 
and recalling that he and Dan always equalize their golf handicaps, 
forthwith went out and broke his leg. Now anyone seeing two golfers 
on crutches swinging around at Winged Foot will know what it’s all 
about. 

In appreciation of his constructive criticism, the Advertising Clut 
Singers at a conference this week presented Donald Morris-Jones, 
editor of “Advertising Club News,” with a beautiful gold pencil. 
Acknowledging the gift, Don proved that he can talk as eloquently as 
he can write. 


J. J. E. Hessey, advertising chief of This Week and one time 
business manager of the Paris edition of the Chicago Tribune, is a 
gourmet extraordinaire. His Gallic remonstrances when an unsuspect- 
ing sommelier suggests a Margaux with the sole is really something to 
overhear. 


At a recent luncheon Roy Durstine broke his own record for con- 
secutive narration of his ancient tale of the little boy and the dod dam 
party. Traditionalists of the adcrafter’s guild will be happy to learn 
that Roy will not turn in the old reliable for a 1935 model. If it was 
good enough for my grandfather, says Roy, it is good enough for 
me. . 

This is the time of the year when Art Brown, promotion manager 
of the United States News, hurries to his place on the outskirts of 
Washington as soon as the whistle blows, to attend to his tomato 
plants. 


A. W. Landsheft of Landsheft & Conning, Buffalo agency, is back 
to his normal routine following several weeks in a local hospital. . . 
Bernice Bost, who should know, reports that Huylerhall, the new 
“corridor cafe” in Chicago’s Palmolive Building, is the place to find 
agency men when the afternoon wanes. . 


Jack Louis is playing host this week-end to all the men at Need- 
ham, Louis & Brorby, Chicago agency. Nineteen members of the or- 
ganization are enjoying three days of carefree play at Jack’s country 
home on Lake Owen in northern Wisconsin... . 

J. H. Kraft, vice-president in charge of sales of the Kraft-Phenix 
Cheese Corporation, will sail next week for an extended business trip 
to the dairy centers of Europe where the Kraft-Phenix Cheese Company 
is expanding its operations and opening new outlets. Mr. Kraft is ex- 
pected to return to Chicago the early part of August. . . 


Florida Lawmakers Pass 
Chain Store Tax Bill 


As its final act before adjournment, 
the Florida legislature enacted a 
chain store tax into law. The gover- 
nor has indicated that he will sign 
the measure. The tax is expected to 
raise $4,500,000 annually, to be spent 
on schools. A determined majority 
made a last ditch stand for a general 
sales tax, but lost in the House by a 
vote of 66 to 28. 

The new measure sets up both a 
gross receipts tax and an occupa- 
tional tax, and carries a provision 
that the occupational license fee is to 
be doubled, if the gross receipts tax 
is held unconstitutional. The levy ap- 
plies to all retailers, but falls heaviest 
on the owners of large chains. In 
addition, counties and cities are also 
permitted to exact occupational li- 
cense fees, graduated on one-half of 
the state’s license scale, but applying 
only to stores within the county or 
municipal boundary. 


Audit Bureau Elects 
Sixteen to Membership 


Sixteen concerns were recently 
elected to membership in the Audit 
Bureau of Circulations, making a 
total of 85 national advertisers who 
have joined the A. B. C. since Jan. 1. 

The newly-elected members are: 
The Bell Telephone Company of Can- 


ada, Montreal, Que.; Bissell Carpet 
Sweeper Company, Grand Rapids, 
Mich.; Canadian Westinghouse Com- 
pany, Ltd., Hamilton, Ont.; Cannon 
Mills, Inc., New York; Edison Gen- 
eral Electric Appliance Company, 
Inc., Household Finance Corporation, 
John F. Jelke Company, Olson Rug 
Company, and The Wander Company, 
all of Chicago; 

Ford Motor Company, Dearborn, 
Mich.; Hills Bros., San Francisco; 
The Northwestern Mutual Life Insur- 
ance Company, Milwaukee; Pontiac 
Motor Company, Pontiac, Mich.; 
Provident Mutual Life Insurance 
Company, Milwaukee; Wm. Wrigley 
Jr. Company, Ltd., Toronto, Ont.; 
and Zonite Products Corporation, 
New York. 


DeVry Completes Plans 


for Summer School 


The fifth session of the DeVry Sum- 
mer School of Visual Education, deal- 
ing with production and use of edu- 
cational and industrial films, will be 
conducted June 24-28 at the Francis 
W. Parker School, 330 Webster Ave., 
Chicago, by Herman A. DeVry, Inc., 
1111 Center St., Chicago, motion pic- 
ture sound equipment. 

Demonstrations of films, accom- 
panied by lectures, will be given by 
leaders in various fields of industry 
and science. Provision has also been 
made for entertainment. No tuition 
charge is made. 


ALN.A. LEADER 
TO HELP STATE 
PLAN CAMPAIGN 


Boston, Mass., June 5.—Allyn B, 
McIntire, vice-president of Pepperell 
Mfg. Company, president of the As- 
sociation of National Advertisers and 
newly elected president the Boston 
Advertising Club, has been selected 
by Secretary of State Frederic W. 
Cook to serve on an advisory board 
to supervise the expenditure of the 
state’s $100,000 appropriation for ad- 
vertising its recreational advantages, 

Serving with him will be Frank A. 
Black, publicity and advertising di- 
rector of Filene’s, Boston department 
store, and Bennett Moore, vice-presi- 
dent in charge of advertising, Liberty 
Mutual and United Mutual Life In- 
surance Companies, Boston. 

“It is indeed fortunate,” said Sec- 
retary Cook, in discussing the organi- 
zation of the advisory committee, 
“that the Massachusetts campaign 
has these three public spirited adver- 
tising experts to assist in direction of 
the state’s advertising and publicity 
campaign. Their decisions and recom- 
mendations are dictated by experi- 
ence and good judgment.” 


Agency Is Selected 


Kenyon-Advertising, Inc., of Bos- 
ton, has been retained to conduct the 
campaign, which will be started 
shortly. 

Newspaper advertising will play 
the greatest part in the program, 
both because results obtained from 
this medium by other states have 
been satisfactory and because of the 
time element, the committee an- 
nounced, adding that other forms of 
advertising will support the news- 
paper campaign. 

The proposal to spend $100,000 to 
advertise Massachusetts and its 
recreational, commercial and indus- 
trial advantages was sponsored by 
Governor Curley in his inaugural ad- 
dress. With the support of the New 
England Council and the Advertising 
Club of Boston, the appropriation 
measure was enacted by both branches 
of the State Legislature. 


KSD Appoints Three 


Gene Stafford, formerly program di- 
rector of the American Broadcasting 
System, New York, and previously 
associated with NBC and CBS, has 
been appointed program director of 
KSD, owned and operated by the 
St. Louis Post-Dispatch. Mario Silva, 
formerly with the NBC Artists Bu- 
reau, has been made musical director 
of KSD. J. F. Eschen has been 
placed in charge of production. He 
was formerly with Dalzell Sound Re- 
cording Studios. 


Smith to Bostitch 


Sherman Smith, formerly New 
England manager of Smith, Sturgis 
& Moore, has been named advertising 
manager of the Bostitch Sales Com- 
pany, E. Greenwich, R. I. 


48,400 DOCTORS AND 
DENTISTS 


read National Sportsman or Hunt- 
ing & Fishing every month, accord- 
ing to a recent survey. And there 
are 536,000 other regular readers 
in many different walks of life. 


But all 584,000 of them are ardent 
sportsmen and good spenders. 


NATIONAL SPORTSMAN 


and 


HUNTING & FISHING 


Boston New York Chicago Atlanta 


June ] 
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ON PROGRAM 


John Benson, Four A's president 

and A. F. A. director, who is 

‘slated to speak at two depart- 
mental meetings. 


FIDA STAGES 
FLOWER FETE 
FOR SHUT-INS 


Detroit, Mich. June 7.—Final 
plans are now being made to deliver 
the world’s largest flower order, con- 
sisting of more than a half-million 
bouquets of spring flowers and potted 
plants. Shut-ins throughout’ the 
United States and Canada will re- 
ceive the gifts June 10, Interna- 
tional Flower Shut-in Day. 

With the aid of noted stars of the 
radio, individual radio stations and 
newspapers, the florists of North 
America, under the direction of the 
Florists’ Telegraphic Delivery Asso- 
ciation, are winding up a hunt for 
names and addresses of unfortunates. 

This huge good will gesture, the 
most widespread ever made by an 
industry, is being directed by Albert 
Barber, executive secretary of the 
F. T. D. A. Retail and wholesale 
florists and growers are cooperating. 
Aiding Mr. Barber in promoting the 
day is the staff of Brooke, Smith & 
French, Inc., which has handled 
F. T. D. A. advertising for four 
years. 


Early this year the agency set out 


to find a shut-in sufficiently inter- 
esting to serve as a symbol of the 
special flower day. That symbol was 
found in Dorothea Antel of New 
York City, who is doomed to spend 
her life in a jacket of plaster and 
steel. Her picture is appearing 
everywhere in posters displayed in 
florists’ windows. 


Aids in Drive 


Sixteen years ago, Miss Antel was 
an active young actress, with a 
career headed straight for the bright 
lights of Broadway. Then, one day 
she tumbled down a flight of iron 
steps leading from her dressing 
room. Physicians have been un- 
able to correct the injury resulting 
from the fall, and since her acci- 
dent, Miss Antel has been confined 
to bed. Nothing daunted, she directs 
her own small sales business from 
her room overlooking the Hudson 
river. 

To the pleas of such radio stars as 
Kate Smith and Walter Winchell, 
Miss Antel is adding her voice, urg- 
ing the public to take names of de- 
serving shut-ins to florists. 

Last year the flower industry was 
literally swamped with last-minute 
requests for flowers. This year, 
June 5 was set as the deadline for 
names. 


Simpson Shifts 


Morton Simpson, formerly adver- 
tising manager of Loveman, Joseph 
& Loeb, Birmingham, has been named 
promotional director of Burger- 
Phillips Dry Goods Company, of the 
same city. For a number of years 
Mr. Simpson was associated with the 


“Farmer” Promotes Buck 


Glenn Buck has been appointed 
business manager of The Nebraska 
Farmer, Lincoln. He will be next 
in authority to Sam R. McKelvie, 
publisher. Mr. Buck became adver- 
tising manager of the publication in 
1933, and will continue in that capac- 
ity. He has been associated with 
The Nebraska Farmer since 1927. 


Bishop Joins Scheel 


W. A. Bishop, formerly with the 
Kaynee Company, Cleveland, has 
joined Scheel Advertising Agency, of 
the same city, as account executive. 


Ale Drive Planned 


Harold Cabot & Co., Boston, is plac- 
ing newspaper and radio advertising 
for Hanley’s ale. 


ANTI-DRUNKEN 
DRIVING COPY 
TO RUN MONTHLY 


New York, June 7.—The Seagram 
campaign against “mixing drinking 
and driving” will continue to run in 
key American dailies at approxi- 
mately monthly intervals, according 
to David Davies, advertising man- 
ager of Joseph Seagram & Sons, Inc. 

A separate schedule will be 
arranged for each advertisement, 
and in most cases, it is expected, 


space will not be placed until just 
prior to the date of issue. In this 
way it is hoped to correlate the ad- 
vertising message with trends in 
public opinion. Blackman Advertis- 


ing, Inc., New York, handles the 
account. 
“We hoped,” Mr. Davies stated, 


that other distillers would cooperate 
with us in this drive for saner drink- 
ing, but until this date no other 
concern has sponsored this type of 
copy.” 

A newly-established organization, 
the Moderation Foundation, which 
states that it is not connected with 
any distilling interests, has circu- 
lated press releases on a national 
scale calling attention to the Seagram 
advertising. 

“When one of America’s largest 


distillers urges the public to con- 
sume its product in moderation in 
order to protect human lives,” one 
of these handouts exclaims, “he sets 
a@ precedent which others must fol- 
low.” 

The director’s roster of the organ- 
ization contains such names as Edgar 
Guest, Owen Davis, and Francis 
Basuino, managing editor of the Na- 
tional Police Journal. Among others 
are Frank Black, NBC musical direc- 
tor, and Lowell Thomas, radio com- 
mentator. 


Doyle to Dayton 


J. J. Doyle has been appointed na- 
tional advertising manager of the 
Dayton Journal and Herald. Mr. 
Doyle has held similar positions on 
newspapers in St. Louis and Boston. 


ING THE GRADE A 


DRUG STORE 


There are in the U. S. 58,407 
drug stores. They did, in 
1933, on aggregete of 
$1,066,252,000 business. 


3,483 of these stores (6%) 


0 (32%) of the total, 
719 of these stores(20. 
from $20,000 to $50 


each, ond ag 
09,000 (31.8%) 


these 
$10,000 to 
th and ogi 


Now ready—FREE FOR THE ASKING 


20 folders about Grade A stores 


tisers sell most profitably through Grade A outlets. 


% Not, however, a list of the Grade A stores. Sorry. 


TueEseE 20 folders are designed to give you, for the first time, a guide to the 
Grade A stores in various retail fields.»* Based on a new report from the U. S. 
Census of American Business, they are published by TIME because TIME adver- 


Dividing stores into groups by volume of sales, they chart graphically what 
share of the total business each group does. Inside, each folder gives complete 
data on locations by states of these different sized stores. Send for any of the 
folders listed below—or for all of them. 


TIME. INC., 135 EAST 42no STREET, NEW YORK CITY @ Please send folders checked e + * 


Grocers 


Drug Stores 


Filling Stations 


Garages and Repair Shops 


Jewelry Stores 
Cigar Stores 
Shoe Stores 


Automotive Accessories 


Furniture Stores 


Upholstery Stores 


Floor Covering, Drapery and 


Department Stores 

Men's and Boys’ Stores 
Household Appliance Stores 
Hardware Stores 


Lumber and Building Material 
Dealers 


e NAME 


e ADDRESS. 


Sparrow Advertising Agency, Inc. 


e CITY and STATE 


Electrical Shops 
Radio Stores 


Office and Store Supply and 
Equipment Dealers 


) Heating and Plumbing Shops 


[| Paint and Glass Stores 
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The initial issue of INDUSTRIAL MARKETING is now in readers’ 


hands. Meeting a demand for specialized editorial treatment of 


country’s industrial advertising and sales executives. Its coverage 
distribution, sales promotion and advertising practices in mer- 


chandising industrial products INDUSTRIAL MARKETING provides address: CHICAGO, 537 S. Dearborn St., Phone, HARrison 7504; 


I 
is unparalleled — its rates are reasonable. For particulars, 
a market place for the services and materials purchased by the NEW YORK, 330 West 42nd St., Phone, BR. 9-6432. 
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NEW JERSEY ZINC \ wey 


HORSE HEAD 
\\-50 
ZINC ONIDE 


This sample pigment container of 

New Jersey Zinc Company con- 

tains all of the company’s labels in 

its background. The white section 

is left blank on the can, so that 

the proper label can be easily 
attached. 


PUBLISHES NEW 
AUDIT OF U. S. 
POSTER PLANTS 


New York, June 6—The Traffic 
Audit Bureau, Inc., has brought out 
the second edition of “Standard 
Circulation Values of Outdoor Ad- 
vertising,’ giving authenticated 
circulation values of poster plants 
affiliated with the Bureau. 

The original publication was issued 
in June, 1934, and gave circulation 
values on poster panel plants in ap- 
proximately 300 cities and towns. 
The current volume contains audited 
circulation records on poster panel 
plants in 2,145 cities and towns. 
These plants contain 91,769 poster 
panels, or about 36 per cent of the 
estimated total number of 24-sheet 
poster panels maintained throughout 
the United States. 


Predicts Large Expansion 


Many of the larger markets of the 
country are included in the new rec- 
ord. The markets covered by the 
audited plants contain 41 per cent of 
the total population covered by poster 
advertising. The audited plants are 
distributed widely in cities and towns 
of various population groups repre- 
senting, in all, locations in 38 states. 

The Bureau now has affiliated with 
it the Poster Advertising Association 
of Canada, so that in the future the 
Bureau’s publication will carry au- 
dited records of Canadian poster 
plants, Stuart Peabody, of the Bor- 
den Company, president of the Bu- 
reau, reports. During the current 
year, materially more than 50 per 
cent of the outdoor industry will be 
affliated with the Bureau, he pre- 
dicts. 


Includes Large Majority 


At the present time the Bureau has 
1,085 plant members, representing 
practically every operator of stand- 
ard poster advertising and painted 
display throughout the country, and 
1,345 service members, representing 
all of the more important agencies 
and advertisers in the United States. 

The Bureau is a non-profit service 
organization representing the Asso- 
ciation of National Advertisers, Inc., 
the American Association of Adver- 
tising Agencies, Inc., and the Outdoor 
Advertising Association of America, 
Ine. 


Its board of directors includes Mr. 
Peabody; Harrison Atwood,  vice- 
president; Kerwin H. Fulton, secre- 
tary-treasurer; Henry T. Ewald, Rob- 
ert J. Flood, Turner Jones, George 
W. Kleiser, Lucien P. Locke, John 
Benson, Herbert E. Fisk and Paul B. 
West. Administrative work is in 
charge of Dr. Miller McClintock. 


“Parents’” Changes Rates 


The Parents’ Magazine, New York, 
has announced, effective with its 
February, 1936, issue, an increase in 
circulation guarantee to 370,000 net 
paid A. B. A. yearly average, and a 
new advertising rate, under which 
the basic page rate will be $1,600 
and the agate line rate $3.85. For 
the remainder of 1935, advertisers will 
receive a considerable bonus of cir- 
culation without any change in ad- 
vertising rates, it is asserted. 


Chappell Goes to Ohio 


Edward A. Chappell has resigned 
as business manager of the Iowa 
City, la., Press-Citizen to become pub- 
lisher of the Chillicothe, O., Scioto 
Gazette. He was formerly engaged 
in advertising work in Chicago and 
Iowa. 


Commends Work 
In Promotion 


Of FHA Plans 


New York, June 6.— Addressing a 
meeting of business executives at the 
Waldorf-Astoria Hotel on Monday, | 
Frank Connolly, special representa- | 
tive of the Federal Housing Admin- 
istration commanded efforts of indus- 
trial leaders and the directors of 
Mill & Factory, in urging manufac- 
turers to take advantage of FHA 
loans as aids in rehabilitation of 
their industries. 

Representatives of 91 manufac- 
turers of durable goods and 31 trade 


association were in atténdance at 
the meeting. 

“Mill & Factory,’ Mr. Connolly 
said, “has been responsible for the 
actual installation and use of over 
$8,000,000 of new industrial ‘equip- 
ment. In every installation, the 
equipment required not less than 
three months nor more than four 
years to pay for itself. What fur- 
ther proof of the value of modern- 
ization needs to be shown?” 

“We are at the beginning of an 
industrial golden age,’ he continued. 
“The market and money are waiting. 
All we need is confidence to go for- 
ward.” 

H. K. Ferguson, president of the 
Ferguson Company, Clevéland, as- 
serted that advertising, merchan- 
dising and planned selling are essen- 


tial to durable goods industries if 
they are to really benefit from the 
industrial modernization program of 
the FHA. 

“Our own business,” Mr. Ferguson 
said, “has improved more in the past 
month than it has in the previous 
four years. We look on this as just 
an advance indication of the pros- 
perity which is in the making for 
us all.” 

Hartley Barclay, editor of Mill & 
Factory, which is published by Con- 
over-Mast Corporation, presided. Fred 
Feiker of the American Engineering 
Council, outlined the value of the 
FHA program in stimulating re-em- 
ployment of skilled labor in factories, 
and revitalizing the market for ser- 
vices of industrial engineers and 
architects. 


‘The Important Part 


OF YOUR ADVERTISING IS 


YOUR TYPOGRAPENY 


IT! Too little attention paid to that important 


feature has prevented many a fine illustration 


and layout from executing its sales work. On 


any typographic problem, large or small, con- 


sult a typographic specialist—any of the firms 


listed below will be glad to help and advise 
you. You'll be more than pleased with the skill, 


experience and ingenuity he can offer you. Why 


not do this at once? Or address the Executive 


Typography = : 
Suhten es Secretary, Advertising Typographers of America, 
An Ideal * P ‘ 
461 Eighth Ave., New York, for further information. 
CALIFORNIA MICHIGAN— DETROIT—_- NEW YORK CITY—continued ——-—-_—_ ——- 
Los Angeles—House of Hartman Fred Morneau Chris F. Olsen, Inc. 
San Francisco—MetcalFf Little, Inc. Benjamin Stapleton Co. Frederick W. Schmidt, Inc. 
George Willens & Company Superior Typography, Inc. 
COLORADO— DENVER Supreme Ad Service, Inc. 
NEW YORK— BUFFALO af é 
The A. B. Hirschfeld Press Axel Sahlin Ty shits Senden Tri-Arts Press, Inc. 
ILLINOIS— CHICAGO Typographic Service Company 
NEW YORK CITY Kurt H. Volk, Inc. 
Harry Baird Corporation Ad Service Company OHIO-— 
Bertsch & Cooper Advertising Agencies’ Service Co., Inc. Akron—The Akron Typesetting 
J. M. Bundscho, Inc. Advertising Composition, Inc. Company 
Faithorn Corporation Advertising Typographers, Inc. Cleveland—Bohme & Blinkmann, Inc. 
Atlas Typographic Service, Inc. Schlick-Barner-Hayden, Inc. 
Hayes-Lochner, Inc. 
er Frost Brothers Skelly Typesetting Co., Inc. 
unkle-Thompson-Kovats-Inc. David Gildea & Co., Inc. PENNSYLVANIA 
INDIANA— INDIANAPOLIS Heller & Edwards Typography, Inc. Pittsburgh—Edwin H. Stuart, Inc. 
Typographic Service Company Huxley House Philadelphia—Progressive 
Independent Typesetting, Inc. Composition Co., Inc. 
MASSACHUSETTS— BOSTON King Typographic Service Corporation Kurt H. Volk, Inc. 
The Berkeley Press Morrell & McDermott, Inc. CANADA—TORONTO 
The Wood Clarke Press National Senepenehen, Inc. Swan Service 


™ Advertising Typographers 
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MAGICIANS T0 
DEFEND SELVES 
ON COPY FRONT 


Will Insist ‘on the Sanctity 
of their Secrets 


New York, June 6.—The Society 
of American Magicians, whose at- 
torneys say they have unearthed 
fresh data bringing magic tricks un- 
der the protection of property laws, 
served notice at the close of a three- 
day conference over the week-end in 
Washington, D. C., that the appro- 
priation of magic tricks by adver- 
tisers will no longer be tolerated. 

The ultimatum was repeated to 
ADVERTISING AGE by Julien J. Pros- 
kauer, vice-president of Wm. C. Pop- 
per & Co., and newly-elected presi- 
dent of the society, on his return to 
this city. 

Agencies and publications are be- 
ing notified of the policy and the 
fact that the magicians have formed 
a committee on ethics and standards 


which will advise advertisers on 
matters of doubt created by the new 
policy. 

“Advertising agencies in particu- 
lar have been highly ethical in omit- 
ting exposures of magical effects 
from advertising campaigns when 
informed that they would injure the 
interest of magicians,” said Mr. 
Proskauer. “The substitution of 
stunts to take the place of magic 
will aid in the solution of differences 
which may arise in the future. 

“The Brillo book, ‘The Game of 
Life,’ and the Lipton tea book, 
‘Your Fortune in the Tea Cup,’ are 
excellent examples of what adver- 
tisers can do without hurting magi- 
cians or violating the Federal Com- 
munications Commission’s edict 
banning astrologers from radio.” 


Seagram’s Success 


One of the most successful adver- 
tising exploitations of magic is Sea- 
gram’s, “Fun at Cocktail Time,” of 
which more than 2,000,000 copies 
have been printed. It would be cen- 
sored almost to extinction if its pub- 
lication were attempted today, Mr. 
Proskauer said. 

The most serious altercation aris- 
ing from the use of another’s thau- 
maturgy by an advertiser concerns 
Horace Goldin, proprietor of a pat- 
ent covering the illusion, “Sawing a 
Woman in Half,” and the R. J. Reyn- 


olds Tobacco Company, which ex-| 
plained this effect in an advertise-| 
ment for Camels. 

Goldin contends that exposure of 
the trick caused him the loss of 
several lucrative engagements and 
asks $250,000 damages. The case 
will be heard in a federal court dur- 
ing the fall session. 

The new head man of the magi- 
cians, who is considered the best 
amateur in the country, had to con- 
fess sadly that his mastery of the 
black art is of no help whatever in 
securing orders from advertisers for 
printing, lithography, rotogravure 
and direct mail. When selling print- 
ing he forgets he is the creator of 
awe-inspiring necromancy, such as, 
“Shooting Through a Woman,” and 
concentrates on a skillful presenta- 
tion of the facts. 


Appoints Glaser 


Louis Glaser, Inc., Boston, has 
been appointed to direct advertising 
of C. H. Graves & Sons Company. 
Boston distiller. Newspapers and 
radio are being used. 


PRICE IS FEATURED 


Smashing full-page in Philadelphia 
newspapers introducing Cobbs 
Creek blended whisky. (Story on 
page 20.) 


To Add Gin Buck 


Tom Collins Corporation, Cincin- 
nati, will add a new gin drink, 
Cheerleader gin buck, to its line of 
gin preparations. Frederick W. 
Ziv, Inc., Cincinnati, is handling the 
company’s advertising. 


LITHOGRAPH e CORP e CLEVELAND e OHIO | 


orth, South, East and 
West, All over the Continent . .. you see 


Leading Posters and Displays Lithographed 


y CONTINENTAL 


Safety Razor Company on June 10 
will launch a new contest offering a 


Gillette Hunts 
Best Name for 
Baer’s Terrier 


(Picture on page 48) 
Boston, Mass., June 7.— Gillette 


grand prize of $1,000 in cash for a 
name for the wire-haired terrier that 
“adopted” Max Baer during the Gil- 
lette broadcasts from Asbury Park, 
N. J., where Baer has trained for hig 
fight with Jim Braddock June 13 in 
New York City. 

The contest is a sequel to the 
earlier Gillette contest, in which 
transportation and tickets to the 
match were given for best letters on 
Gillette Blue Blades. This promo- 
tion proved “phenomenally success- 
ful” in stimulating blade sales, ac- 
cording to Charles M. Pritzker, adver- 
tising manager. 


Provides for Dealers 


Ten RCA-Victor radios and 40 Gil- 
lette Aristocrat one-piece razors will 
be given away every week to the 
public from June 17 to July 22, for 
best names for the dog. An empty 
Blue Blade package and the name of 
the dealer must accompany an entry. 
A total of 60 radios will also ‘be 
awarded to dealers. Winners will be 
announced each Monday on the Gil- 
lette radio mystery thriller starring 
Baer, and heard over WEAF and as- 
sociated NBC stations from coast to 
coast. Ruthrauff & Ryan, Ine., 
handles the Gillette account. 


Names Readinger 


Russell H. Readinger has been ap- 
pointed advertising representative 
for Hunting & Fishing and National 
Sportsman, Boston, in the Phila- 
delphia area, with offices in the 
Drexel Bldg., Philadelphia. His terri- 
tory will include Maryland, Delaware, 
and southern New Jersey. 


for a busine 


lisher whe arranges for his services. 


he can both develop publishing ideas 


America; and he is still a young man 


the substantial expansion which will - 
during the next few years. For a bus 
this man’s talents represent opportunit 


| Chicago. 


OPPORTUNITY 


Ordinarily, when an able executive is available, he is said to be seeking 
an opportunity. In this particular case, the opportunity is that of the pub- 


He is the rare type who combines creative ability plus sales ability: thus 


enough years of experience to have demonstrated the value of his work for 
several of the largest and most successful business publishing companies in 


He believes, and I agree with him, that now is the ideal time to plan 


If you would like to talk to him, let me know. 
G. D. Crain, Jr., Publisher Advertising Age, 537 S. Dearborn Street, 


ss publisher 


and merchandise them. He has had 


in ideas and energy. 


be accomplished by business leaders 
iness publisher who expects to grow, 
y. 


DEALING IN FACTS 


e ' 


1 
2 
3. Climalene 
4 


4 new major sampling campaigns directed to reach 
Mrs. ‘'Consumer-Shopper" in Chicago were organ- 
ized and are under the direction of the Big 4 
Advertising Carriers. 


COMPANY 


. Battle Creek Food Co. 
. Gold Dust Corporation 


. Continental Baking Co. 


Sats 


They are: 
_ See: SAMPLE ___ 
KRUSTY BRAN 
SILVER DUST 
Company CLIMALENE 


WONDER BREAD 


IN CHICAGO ... 


It is the Big 4 Advertising Car- 
riers — a seasoned organization 
complete in man-power, equip- 
ment, and "directive" talent, and 
supported by a thorough knowl- 
edge of the composition and 
characteristics of this great cen- 
tral market. 


BIG 4 ADVERTIS 


Circur™ 


570 W. MONROE ST. 


PHONE RANDOLPH 4432 


DISTRIBUTORS OF ADVERTISING MATTER AND SAMPLES TO THE HOMES 


Manufacturers and adver- 
tising agencies are invited 
to see proof of how Mass 
Plan—direct to the home 
distributed advertising mat- 
ter and samples—can_in- 
crease their sales profitably. 


ING CARRIERS 


CHICAGO 
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RADIO PONDERS 
RESPONSIBILITY 
IN NEWSCASTING 


(Continued from page 1, col. 2) 
neered in the development of news- 
easting, told ADVERTISING AGE today 
that advertisers on his network 
would not be permitted to create 
their own news programs, although 
the network would endeavor to 
satisfy reasonable wishes with re- 
spect to special programs. 


General Mills Program 


As an example of a special news 
program, station-edited, he called at- 
tention to the new program for B&D 
Black Label whiskey, which is heard 
over a Boston station of the Yankee 
Network daily from 3:30 to 5, for 
which the INS race wire was bought 
so that race results from all parts of 
the country could be announced as 
soon as run. 

No other news is broadcast in this 
period, the intervals between races 
being filled with musical transcrip- 
tions. These are broken with a bugle 
call when the results are announced. 

The General Mills newscast, which 
started on five stations this week and 
for which the sponsor is said to de- 
sire coverage on about 60 stations, is 
advertiser-controlled, though it is un- 
derstood that the advertiser’s direct 
contract with INS was made to cover 
a current situation. The program 
consists of two five-minute news 
roundups every afternoon. 


Caters to Women’s Interests 


Many inquiries from advertisers 
are being received by news service, 
but few advertisers seem to feel they 
know enough about newscasting un- 
der the new dispensation to make 
definite plans. 

Typifying one kind of newscast 
which the news service men say is 
destined for early development is the 
program, “News for Women Only,” 
which will start June 20 on WOR. 
The sponsor is Gold Dust Corporation 
and the product is Fairy soap. In- 
quiries indicate that other programs 
duplicating newspaper departments 
may be effected in the near future. 


Dan Frey Returns 
to Des Moines 


Dan Frey, who became advertis- 
ing manager of Rothschild’s depart- 
ment store, Oklahoma City, in May, 
1934, has returned to Des Moines to 
assume his former position as adver- 
tising director and promotion man- 
ager for the Frankel Clothing Com- 
pany. 


WIEGER'S 


DUPLICATING & MAILING SERVICE 


COURT 2624.. 


. PITTSBURGH. PA. 


SERVING NATIONAL ADVERTISERS 
. © * BGR iis * » 2 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ARI 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 


MEN'S FASHIONS AND 
PHOTO RETOUCHING 
Dept. L. V.. 116 S. Mich. Bivd., Chicago 


Genuine 


TYPED LETTERS 


(Hooven Automatic) 


TANK oonice 


Booklet ** Brass Knuckles,” Free to Executives 


Pittsburgh, Pa. 


219 Fifth Ave., 


ATiantie 139¢ 


Srinits 


BUSINESS PAPER of 
WHISKIES and WINES 
A.B.C. A.B.P. 


Manual Spurs 
Sale of Fence 
Among Farmers 


Chicago, June 6.—With farm paper 
copy emphasizing the importance of 
good fencing and a two-reel talking 
picture lengthening the shadow of 
the institution, American Steel & 
Wire Company has distributed over 
100,000 copies of “Fence Manual and 
Fence Facts.” 

Names of those asking for this 
48-page booklet were referred to 
dealers for follow-up and the cam- 
paign is given credit for a consider- 


able share of the company‘s spring 
fencing sales. 

The manual not only tells the far- 
mer how to identify good fences and 
how to erect them, but it provides 
him with a dozen pages in which to 
keep his accounts. This device is 
calculated to prolong the life of the 
booklet at least through 1935. 

Even more philanthropic is the 
talking movie, produced for the com- 
pany by Atlas Educational Films. 
Given the title, “Our Debt to Mother 
Earth,” the film points out that the 
soil is not only the source of all that 
man eats, but of all of the needs 
created by the advance of metallurgy 
and science. 

With every section of the country 
given representation in the film, it 
has enjoyed enormous popularity, no 


less than 11 men having been on the 
road for several months, giving 
presentations almost daily. While 
the movie was intended primarily for 
farmers, it has been in demand 
among other classes, the Chicago 
Engineering Society giving it high 
praise. 


Local Facts Show 
Gulf Life’s Growth 


Tailored-to-measure copy was re- 
cently employed by the Gulf Life In- 
surance Company in about 30 South- 
ern newspapers to describe the 
growth of the firm since 1911, when 
it was established. The copy was 
submitted to the newspapers as it 
appeared. Each contained a box 
showing the number of men employed 


by the company in the city where 
the advertising appeared this year 
as compared with ten years ago. In 
addition, names of the local personnel 
were given. 

The rest of the advertisement 
dwelt on the part Gulf Life is playing 
in Florida life, where it derives 81 
per cent of its income, does 86 per 
cent of its business and invests 83 
per cent of its assets. A. P. Phillips 
Company, Orlando, scheduled the 
copy. 


Blackman Incorporates 

Effective immediately, The Black- 
man Company, New York, formerly 
a partnership, has been changed to 
a corporation under the name, Black- 
man Advertising, Inc. Officers are 
Richard Compton, president; Marion 
Harper, vice-president; and L. T. 


Bush, secretary and treasurer. 


wit of Mae 


Reserve your copy of the new CHAMPLAIN sample book now. 


CHAM PLHIN BOOK 
cae i 


RETAIN THE 


un yout DIRECT 


MAIL ADVERTISING 


@ CHAMPLAIN BOOK papers will add distinction to your direct — 
mail advertising. In this group of moderately-priced papers you 
will find a finish for every purpose. ENGLISH FINISH, white and 
India, for mass color and 110-120 line halftones,— SUPER CALEN- 
DERED, white and India, with a mvre highly finished surface for 


fine halftone and process color printing,— 


EGGSHELL, white and 


India, where type and line plates must achieve attention,— TEXT 
(watermarked) white and five colors, where color and appearance 
of stock must be depended upon for added effect. 


Address all Requests to Sales Department 
INTERNATIONAL PAPER COMPANY 


220 East 42nd Street «¢ 


BRANCH OFFICES: { rl gM 


New York, N. Y. 


BOSTON « CHICAGO e PHILADELPHIA 


PITTSBURGH e ATLANTA 


eg Finish 
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MILLION HOMES 
SAMPLED WITH 
WONDER BREAD 


_ (Continued from page 1, col. 3) 
formula for Wonder Bread, and ex- 
ecutives were so enthused over the 
flavor of the new loaf that they were 
convinced that a sample would speak 
more highly than any words. At the 
same time, consistent newspaper 
support is accompanying the sam- 
pling. 

No less than a million loaves of 
the new Wonder Bread will be dis- 
tributed in metropolitan Chicago. 
Seven slices, or one-third of a loaf, 
are placed in a cardboard container, 
protected by waxed paper. Because 
of insistence that personal contact 
with the housewife be made wher- 
ever possible, distribution will be cut 
to 20,000 loaves daily, which means 
that the campaign will run for about 
two months. 

A sensational appeal is being made 
to independent retail grocers in con- 
nection with the sampling, both dis- 
tributors calling on housewives and 
foremen commissioned to contact 
grocers stressing the fact that Won- 
der Bread is available only through 
this type of outlet. The only excep- 
tion is Jewel Tea Company, which 
was a Continental distributor before 
the company adopted the policy of 
excluding chain stores. 

When the representative of Big 
Four Advertising Carriers, which is 
handling the sampling drive, rings 
the back door bell of a house, he 
hands the package containing the 
Wonder Bread sample to the mis- 
tress or maid with the statement, 
“Here’s a sample of Slo-Baked Won- 


der Bread. It’s available at all inde- 
pendent grocers.” 

Meanwhile, the foreman, wearing 
the uniform of the Big Four rather 
than that of Wonder Bread, as do the 
carriers, presents himself at grocers 
along the route and explains details 


of the campaign, asking for the sup- | 


port of the independent on the 


ground that he is the sole outlet. 
A Close Agreement 


Close liaison between carriers and 
bakery has been maintained to in- 
sure that samples be distributed 
within twelve hours after they leave 
the ovens. The carriers, who are 
garbed in the baker’s uniform made 
famous in Wonder Bread advertis- 
ing, including a crisp baker’s cap, 
wear white gloves and distribute the 


samples from highly-varnished wood | 


boxes. 


The uniform consists of a | 


double-breasted white baker’s jacket, | 


with brocaded buttons and white 
trousers. 


| 
| 


The general atmosphere of spot- | 


lessness is heightened by use of a 
gleaming white truck which keeps 


the carriers supplied. The chauffeur, | 


like the foreman who rides with him, 
wears the uniform of the Big Four. 

In the event that carriers are un- 
able to make a personal contact at 
any home, the box containing the 
sample is suspended from the door 
knob with a rubber band. A reprint 
of the newspaper advertising is also 
left. 

The campaign meets the require- 
ments laid down by experts in the 
sampling field: That proper distribu- 
tion be secured, that the presentation 
to the consumer be dramatized and 
that cooperation of dealers be en- 
listed. 

The Chicago campaign of Conti- 
nental is said to be in the nature of 
a test, with a national sampling ef- 
fort being a possibility if all goes 
well in this city. 

Batten, Barton, Durstine & Osborn, 
New York, is the Continental agency. 


GENERAL SCREEN 
ADVERTISING 


Combines the power of personal 
Selling with the Economy 


of Mass Salesmanship! 


Dramatizing through FULL COLOR, ACTION 
and SOUND, General Screen Advertising pro- 
jects your message straight onto the minds of 


your prospects; 


pocket-nerves. 


it effectively reaches their 
Its power comes from life-like 


demonstrations of your story .. . its economy 
from the advantages of mass salesmanship. 
Born during lean years, this new national med- 
ium is now securing new customers for many 


manufacturers. 


Tap this Vast Market of 20,000,000 


People 


...orany part! 


Over 5,000 good theaters are available in more than 3,500 
communities with a total weekly audience of 20,000,000! 


Use this motion 


ally or as a blast in certain local markets. 


picture advertising nationally, section- 
Schedule as 


many or as few theaters as you need. The cost is sur- 


prisingly low. 


Write for details. 


GENERAL SCREEN ADVERTISING, Inc. 
WRIGLEY BLDG. 


CHICAGO, ILL. 


Sell through these 2 appeals at once! 


SUNDAY, JUNE 9 

4 to 6 p. m. Reception for 
women in advertising, by Wom- 
en's Advertising Club of Chicago. 
Palmer House. 

*5 to 7 p.m. Reception, by Chi- 
cago Federated Advertising Club, 
Hotel LaSalle. 

8:30 p. m. Mutual Broadcast- 
ing System party. Grand ball 
room, Palmer House. 


MONDAY, JUNE 10 


9 a. m. Registration. 


9 a. m. Advertising exhibits 
open. 

9:30 a. m. Club Activities Con- 
ference. Illinois room. 


9:30 a. m. Newspaper Adver- 
tising Executives Association. 
Private dining room 10. 

9:30 a. m. National Newspaper 
Promotion Association. Private 
dining room 5. 

9:30 a.m. National Association 
of Broadcasters, Commercial Sec- 
tion. Private dining room 14. 

12:15 p. m. Formal opening of 
convention. General session lunch- 
eon. Grand ball room. 

(Starting after general session 
luncheon). National Newspaper 
Promotion Association. Private 
dining room 5. 

7:30 p.m. Annual banquet and 
ball. Entertainment by National 
Broadcasting Company. Grand 
ball room. 


TUESDAY, JUNE 11 

9:30 a. m. Newspaper Adver- 
tising Executives Association. 
Private dining room 10. 

9:30 a.m. National Association 
of Broadcasters, Commercial Sec- 
tion. Private dining room 8. 

9:30 a.m. National Newspaper 
Promotion Association. Private 


Condensed Time Table for A.F.A. Meetings 


(* Meetings elsewhere than at Palmer House) 


dining room 6. 

9:30 a.m. National Advertisers 
Conference. Private dining room 
11. 

9:30 a. m. Public Utilities Ad- 
vertising Association. Club lounge. 

*10 a.m. Sales promotion divi- 
sion, National Retail Dry Goods 
Association. Grand ball room, 
Stevens Hotel. 

NOON 

12:00. Luncheon, sponsored by 
Newspaper Advertising Execu- 
tives Association, and open to all 
delegates to the convention. Red 
Lacquer room. 

12:30. Luncheon, Alpha Delta 
Sigma. Private dining room 1. 


12:30. Luncheon, National 
Newspaper Promotion Associa- 
tion. Private dining room 5. 

12:30. Luncheon, Industrial 
Marketing Conference. Illinois 
room. 

12:30. Luncheon, Public Utili- 


ties Advertising Association. Club 
Lounge. 

12:30. Luncheon, Agricultural 
Publishers Association. Private 
dining room 15. 

AFTERNOON 

1:45 p.m. Industrial Marketing 
Conference. Illinois room. 

2 p.m. Public Utilities Adver- 
tising Association. Club lounge. 

2p.m. Agricultural Publishers 
Association. Private dining room 
16. 

*2 p. m. Sales promotion divi- 
sion, National Retail Dry Goods 
Association, North ball room. 
Stevens Hotel. 

2 p. m. Outdoor Advertising 
Association. Private dining room 
10. 

2 p. m. National Advertisers 
Conference. Private dining room 11 


2 p. m. Direct Mail Advertis- 
ing Association. Private dining 
room 7. 

2 p. m. National Newspaper 
Promotion Association. Private 
dining room 5. 

2:15 p. m. American Commu- 
nity Advertising Association. Pri- 
vate dining room 4. 

2:30 p. m. Newspaper Adver- 
tising Executives Association. Red 
Lacquer room, 

2:30 p. m. Premium Advertis- 
ing Association of America, Inc. 
Private dining room 9. 

4 p.m. Tea and fashion show. 
Walnut room, seventh floor, Mar- 
shall Field & Co. 

EVENING 

9 p.m. Chicago Night Cabaret. 
Entertainment by courtesy of Co- 
lumbia Broadcasting System. 
Grand ball room. 


WEDNESDAY, JUNE 12 

9 a. m. Breakfast meeting of 
Men’s Advertising Clubs. Private 
dining room 9. 

9 a. m. Annual meeting and 
breakfast, Council on Women’s 
Advertising Clubs. Illinois room. 

9:30 a.m. Newspaper Advertis- 
ing Executives Association. Pri- 
vate dining room 10. 

9:30 a.m. National Newspaper 
Promotion Association. Private 
dining room 5. 

*10:00 a. m. Sales promotion 
division, National Retail Dry 
Goods Association. Grand ball 
room, Stevens Hotel. 

10:00 a. m. Direct Mail Aa- 
vertising Association. Private 
dining room 7. 

NOON 

12:15 a. m. General session 
luncheon, followed by annual busi- 
ness meeting. Grand ball room. 


‘Times’ Reveals 


Results of New 
Market Survey 


Los Angeles, Cal., June 6.—Sev- 
enty-five per cent of the 1930 buying 
power of the Los Angeles County 
market remains, or 60 per cent of 
the families. Forty per cent of Los 
Angeles County families have been 
eliminated from the 1935 market. 
These figures are revealed by the 
Los Angeles Times’ report of its re- 
cently-completed survey of the eco- 
nomic effect of unemployment on a 
market. The survey also covered 
readership of newspapers by charity 
families. It is said to be the most 
complete study of its kind ever con- 
ducted in any metropolitan market 
area. 

Of the families with $2,000 to 
$3,000 yearly incomes, as well as the 
large groups with $3,000 to $20,000 
yearly, and $20,000 yearly and up, 
comparatively few families have been 
eliminated from the market, the re- 
port shows. 

The report is presented in con- 
densed form in an unusual booklet. 
Cellophane pieces are provided for 
rapid analysis of a four-color map of 
the county. There are separate maps 
and data for each of 23 market areas 
within the county. 


Pontiac Shifts Personnel 

J. L. Evenson, formerly assistant 
sales promotion manager of Pontiac 
Motor Company, has been made sales 
promotion manager, succeeding S. C. 
Bray, who goes to Denver as zone 
manager. A. A. Martin has been 
transferred from the Denver zone 
managership to the same position in 
the Cleveland zone, where he suc- 
ceeds F. C. Sibley, resigned. 


Trade Mark Suit Is 
Lost by General Mills 


The United States Court of Cus- 
toms and Appeals has decreed that 
Yeasties Products, Inc., is entitled to 
registration of the trade mark 
“Yeasties,” for use on a cereal break- 
fast food, comprising whole wheat 
and bran flakes, treated with yeast. 
General Mills, Inc., maker of Wheat- 


ies, was denied the right to prevent 
the former concern’s use of the name 
Yeasties. 

In its decision, the court stated its 
belief that “considering the marks as 


a whole, that they differ greatly in 
appearance, sound and meaning; and 
that their concurrent use on the 
goods of the respective parties is not 
likely to cause confusion in trade.” 
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chandising practice. 


accomplishes his major 


Many doors are open 
for such a man 


He is a seasoned advertising man, sales pro- 
motion manager and agency account executive of 
twenty years training, strong initiative, tireless 
energy and a practical working knowledge of mer- 
He is reliable, competent, 
traveled, educated, personable, permanent, mar- 
ried, in the prime of life. His copy is swift, hard- 
hitting, simple, in easily-read language. He knows 
the retailers’ problems; he has performed success- 
fully as advertising manager for prominent manu- 
facturers; he knows the big team plays from na- 
tional magazines and newspaper advertising to 
agency relationships and dealer cooperation. He 


without letting go the reins of detail, and routine 
chores flow over his desk in a steady silent stream. 


Aimost any large manufacturer would be justi- 
fied in making a place for this man. He'd make an 
able advertising manager or sales promotion man- 
ager; he'd be invaluable as a right-hand man to a 
busy president, general manager or sales manager. 
He is ready to step into his biggest job and is equal 
to big responsibilities. In return for real ability his 
expectations are decidedly reasonable. 
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CLEVELAND DRUG 
COMBINES WAGE 
PRICE BATTLE 


Cleveland, O., June 6.—After a 
few days of quiet following the U. S. 
Supreme Court decision on NRA, 
(eveland drug chains broke into a 
bitter price war. Ten days before 
the ruling, one of the chains began 
cutting below the code scale, but the 
others refused to follow suit. 

After the ruling, the Miller Drug 
Stores, Inc., was the sole chain to 
ignore the price appeal. In news- 
paper copy dealing with drugs and 
conveniences, it declared that “as 
between questionable goods at a 
cheap price and good goods at a fair 
price, rely upon us for the latter 
always.” The ehain added that it 
would “not be undersold on cigars, 
cigarettes, and patent medicines.” 
The May 31 issue of the Cleveland 
Press alone contained five advertise- 
ments ranging from one-quarter page 
to full-page in size, addressed to the 
public on the subject of the NRA 
and the price controversy. Since that 
time four other chains have adver- 
tised that they meet or beat all other 
prices. Heavy sales are being fea- 
tured throughout the city, and store 
fronts are covered with banners and 
posted newspaper copy. 


Says NRA Schedules 
Will Be Maintained 


Kansas City, Mo., June 6.—Fore- 
man & Clark, Inc., informed Kansas 
Citians in newspaper advertising 
May 31 that it would continue volun- 


tarily under the wage and hour 
schedules established by the NRA. 

The company added that it would 
increase employment and wages 
wherever possible. 

Katz Drug Company used a full 
page in local newspapers to announce 
that consumers now “can save more 
money than ever” through shopping 
at Katz stores. The company re- 
viewed its consistent stand against 
price-fixing, during the reign of the 
NRA, and asserted that the recent 
Supreme Court decision was a vic- 
tory for consumers and the com- 
pany’s principles. 


Buffalo Stores Pledge 
Same Wages to Employes 


Buffalo, N. Y., June 6.—‘Follow- 
up” advertising on the Supreme Court 
decision against the NRA began to 
appear in this city May 31, and is 
continuing at intervals. The first 
newspaper advertisement, by A. S. 
Beck, shoe company, appeared May 
31, and declared that the company 
would make no revisions in store 
hours or wage scales. 

Sattler’s department store ad- 
dressed “an open letter to the Presi- 
dent of the United States” in adver- 
tising columns June 3, declaring that 
the store would maintain conditions 
obtaining under NRA. Kobbler & 
Miller Company, home furnishings 
store, announced in an advertisement 
June 4 that NRA schedules would 
continue at the store, “pending de- 
velopments which we hope will in- 
sure the permanence of these im- 
portant social benefits.” 


Tell Philadelphians of 
Loyalty to NRA Standard 


Philadelphia, Pa., June 6.—News- 
paper space was used here for an- 
nouncements that wage and work- 


hour schedules established under the 
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NRA would be maintained, by the 
Atlantic Refining Company; A. S. 
Beck, operator of 99 shoe stores and 
seven factories; the Sun Oil Com- 
pany, and the W. K. Kellogg Com- 
pany, Battle Creek, Mich., among 
others. 

The Kellogg Company announced 
that its six-hour, four-shift working 
day, with an increased hourly wage, 
established two-and-one-half years be- 
fore the NRA went into effect, has 
proven beneficial both to employes 
and the company, and would be con- 
tinued. Sun Oil declared a new five 
per cent monthly bonus to employes 
receiving less than $2,500 a year. The 
Flash Auto Stores took full-page 
newspaper space to announce main- 
tenance of NRA standards. 


Warns of Danger 


Washington, D. C., June 7.—The 
government may be compelled by 
law to prosecute business concerns 
which continue price fixing under un- 
official codes of fair competition, 
Attorney General Homer S. Cum- 
mings indicated today. 

Other developments here, following 
the Supreme Court decision on NRA, 
include the declaration by admin- 
istration officials that Congress will 
be presented with legislation de- 
signed to continue policies of the Fed- 
eral Alcohol Control Administration. 


Utilizing the interstate commerce 
clause for taxing powers, it is ex- 
pected that no question of constitu- 
tionality will arise. While the name 
of the organization has not been di- 
vulged, it will handle regulation of 
the liquor, wine and brewing indus- 
tries. 

Speaker Byrnes has been told that 
the bill will provide the government 
with “all the power necessary” for 
regulation purposes. Passage is to 
be expected. 


Seek Tobacco Truce 


Louisville, Ky., June 7.—Brown & 
Williamson Tobacco Corporation in 
letters to consumers dated June 6, 
reproduced a copy of a telegram sent 
to leading tobacco distributors’ or- 
ganizations, signifying willingness to 
go along with other manufacturers 
in making any agreement that might 
be legal under approval of the Fed- 
eral Trade Commmission or other- 
wise, whereby loss leader and mark- 
up provisions as existing under the 
code could be continued, and thus 
prevent return of chaotic conditions 
in the industry. 

Liggett & Myers, P. Lorillard and 
Larus Bros. have sent out letters 
suggesting maintenance of the exist- 
ing code program. Axton-Fisher To- 
bacco Company is favorable to con- 
tinuation. 


Changes Made on Staff of 
“San Francisco Examiner” 


George S. Brumback, formerly clas- 
sified advertising manager of the Los 
Angeles Examiner, and prior to that 
with the Seattle Post-Intelligencer 
and the Long Beach Press-Telegram, 
has been appointed local advertising 
manager of the San Francisco Exam- 
iner. 

Mr. Brumback succeeds Douglas C. 
Mattocks, who has been made assist- 
ant advertising director of the Los 
Angeles Examiner. Before joining 
the San Francisco Examiner, Mr. 
Mattocks was on the display adver- 
tising staff of the Los Angeles Ea- 
press. 

Vernon A. Libby, of the San Fran- 
cisco Examiner’s display staff, has 
been transferred to the display staff 
of the Los Angeles Examiner. Prior 
to his connection with Hearst news- 
papers, Mr. Libby was associated 
with B. Altman & Co., New York, and 
J. Thorpe, Inc., New York. Mervyn 
Walsh, for the past two years on the 
display desk of the San Francisco 
— has joined the retail sales 
staff. 


Hotel Appoints 


Advertising of the Plimpton Hotel, 
Watch Hill, R. I., now under new 
management, has been placed with 
George W. Danielson, advertising 
consultant, 808 Hospital Trust Bldg., 
Providence. 
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Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


we can photograph, we can Photo- 
Offset. Samples. Laurel Process, 
480 Canal Street, New York, Walker 
5-0528. 


held strictly confidential. Our staff 
knows of this advertisement. Ad- 
dress Box 593, ADVERTISING AGE, 
Chicago. 


PUBLICATIONS 
Subscribe!! Philippine Free Press 
$3.50 year. Philippine Graphic $2.50 
year. R. Bataycan, Advertising and 
Subscription, 212 W. Locust St. 

Chicago. Delaware 6591. 


PHOTO-OFFSET 


HELP WANTED 


SAVE TYPESETTING AND EN- 
GRAVING costs by Photo-Offset, most 
economical printing process. We 
reproduce direct from your copy for 
as little as $1.50 a hundred copies; 
additional hundreds 20c. Anything 


Wanted: Editor who knows how to 
handle news and write forceful edi- 
torials for weekly business paper 
with editorial offices in New York, 
Philadelphia, and Chicago. Write 
giving qualifications. Correspondence 


POSITION WANTED 
A. D. LASKER—or other good 
agency head. Seasoned young chap, 
35, knows agency’s job is to help sell 
goods. Wants to dip an experienced 
direct mail advertiser’s pen in agency 


ink well. Box 592, ADVERTISING AGE, 
Chicago. 
Wilcox Advanced 


John G. Wilcox, formerly a mem- 
ber of the advertising department of 
Hardware Age, New York, has been 
appointed circulation manager. 


I. C. C. Bans Advertising 
from Packers’ Rail Cars 


All railroad’ refrigerator cars 
leased or owned by meat packers are 
being repainted in conformance with 
an order issued by the Interstate 
Commerce Commission, which out- 
laws advertising of meat packers’ 
products on the side of the cars. 
Hams, bacons, and other products 
have been pictured in such advertis- 
ing for years. 

The commission ruled that packers 
who thus advertised their products 
derived benefits from the promotion, 
while those who paid the same 
freight rate and did not advertise re 
ceived no benefit. The Association of 
American Railroads contended that 
cars carrying advertising hindered 
work of railroad yardmen, in finding 
identifying marks. 


hs 


OVER 
$25,000.00 


SPENT BY THE READERS OF 


HARPERS MAGAZINE /° 


to take a Mediterranean cruise on 
the S. S. STATENDAM this spring! 
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ae ot magazines actually bring us business and 


what is the cost?” 


Like every other big adver- 


tiser, the Holland America Line was anxious to know. 
But unlike many advertisers, the Line threw theories 
overboard and decided to find out the facts. 


The results of the unique survey conducted on board the 
S. 8S. STATENDAM were eye-opening. This survey 
showed two things: first, that big circulation does not 
always indicate low advertising cost; second, that 
HARPERS MAGAZINE readers on the cruise had 


cost Jess to reach (in comparison to the money they 


spent) than any others. 


In view of the surprising facts revealed by this 
survey Mr. C. M. de Jong, Passenger Traffic 
Manager of the Holland America Line writes 
(see complete letter at right): “We are now 
more than ever convinced that HARPERS 
MAGAZINE is one of the outstanding maga- 
zines in the class field and an excellent medium 


for travel advertising.” 


The Holland - America 
own survey shows: 


It or 


First, that HARPERS MAGA- 
ZINE led the field in low cost 


Not!”- 


Line’s 


of advertising in relation to the 
arnount of business secured. 


Second, that HARPERS MAG- 
AZINE was among the leaders 
in amount of, business secured 


regardless of cost. 
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S. S. STATENDAM 


Harpers 


MAGAZINE 


One of the Most Effective Advertising Media in America Today 
49 EAST 33rd STREET, NEW YORK CITY 


One of the Quality Group 


396 PENN STATE 
NEWSPAPERS TELL 
RATE CUT STORY 


Philadelphia, Pa., June 6.—Tak.- 
ing space in 396 newspapers through- 
out Pennsylvania, including 118 
dailies, the Pennsylvania Bell Tele. 
phone Company has informed pa- 
trons and prospects of its participa- 
tion in a national plan of the Amer. 
ican Telephone and Telegraph Com- 
pany to increase the use of long- 
distance services. 

On June 1, the various affiliates 
of A. T. & T. throughout the coun- 
try, with the exception of the Pa- 
cific coast companies, which will 
follow in the fall, moved forward one 
hour and a half the starting time 
for night rates on long-distance calls, 
and discontinued the former period 
of evening rates. 

This is the first time that this has 
been done. Evening rates formerly 
began at 7 p. m., and night rates, 
representing a further reduction, 
were effective beginning at 8:30 p. 
m. The low night rate service is now 
available from 7 p. m. on. 

The Pennsylvania company made 
its initial announcement in adver- 
tisements of three columns by ten 
inches in the larger city dailies, two 
columns by ten inches in dailies of 
smaller cities, and two columns by 
six inches in weeklies. 


Follow Up Announcements 


The schedule calls for four fol- 
low advertisements on the change 
of time. The size of the follow ad- 
vertisements in the dailies will be 
the same size used in the initial an- 
nouncement, while in the weeklies 
the follow copy will be one column 
by six inches. The company is rep- 
resented in all of the larger cities 
except York and Erie and serves 
about 90 per cent of the state’s pop- 
ulation. 

Posters are being displayed in the 
company’s pay stations, and in the 
lebbies and windows of the com- 
pany’s many offices. The “Bell Bul- 
letin,” four-page circular inserted 
with all service bills, also carries 
the rate reduction story. 

The company’s regular schedule 
of advertising on its long distance 
services, aside from the announce- 
ment of the rate reduction, is due to 
change this month from the business 
appeal, which has been featured 100 
per cent throughout March, April, 
and May, to the vacation appeal. 

The business series, which pro- 
bably will be resumed in September, 
has furnished specific data on num- 
bers of articles sold by long distance 
calls in various commodity lines and 
has contrasted net profits on such 
sales with the low cost of the calls. 
Copy has also called attention to 
the econc:y in time and money ef- 
fected by this means of reaching 
prospects as compared with personal 
visits. 

The vacation series will deal with 
the service available for making res- 
ervations, keeping in touch with 
friends at home, inviting friends to 
visit at vacation spots, and similar 
purposes. 


Herman Daych Named 


Advertising Director 
Herman C. Daych has been ap- 
pointed advertising director of AD- 
VERTISING AGE. He will make his 
headquarters in New York. Mr. 
Daych, who recently resigned as 
Midwest advertising manager of 
Forbes Magazine, was formerly on 
the Chicago staff of The American 
Weekly. 

Otto L. Bruns, who has been on the 
advertising staff of ADVERTISING AGE 
for the past two years, has been ap- 
pointed vice-president and Western 
advertising manager. 


Neubert to Reilly 


Frank J. Neubert, associated with 
the advertising field for 15 years in 
connection with duplicate plate pro- 
duction and sales work, has been 
made a special sales representative 
for the Reilly Electrotype Company, 
New York, division of Electrographic 
Corporation. 
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, STEEL WORKER TO POINT ANHEUSER-BUSCH MORAL WHIFFING BECOMES POPULAR PASTIME 
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n, Introduced as a merchandising aid in a test being conducted in 
a Chicago, whisky whiffing, by means of an atomizer furnished by 
- | American Distilling Company, is promising to become a fad. J. 
" Stirling Cetchell, Inc., is the agency. 
r- 
: Ps . y | | NATURAL COLOR PHOTOGRAPHS ON CARDS 
I. This photograph, displayed in the recent exhibit of the Art Directors Club of Chicago, will be featured 
e in an Anheuser-Busch newspaper campaign shortly. Valentino Sarra produced it. 
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; HOW TIMES HAVE CHANGED! A. F. A. CHAIRMAN 
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% TOP-QUALITY FOODS 
) QUICK SERVICE : 
s . must be a good place to eat! 
0 se 
> 
MORE THAN 
ie 50 MILLION MEALS 
‘ SERVED YEARLY 
- b 
-] Se EN eee . J 
; Edgar Kobak, NBC vice-president . 
‘ and chairman of the Advertising -must be a good place te eat! 
) ‘ pe Pp ‘ . o. wig ere al — who : 
. taging a display of the newest Horton washers in Chicago, W. T. looking forward to a busy wee 4 
1 White, sales manager, decided to lend contrast by also showing at the meeting in Chicago this mae ae R. bs Company double car cards, now appearing 
l one of his company's 187! models. Believe it or not, the lady labor- week. In addition to other duties, pee nae, — Lines — oo said to include the largest a 
ing over the hand model, which was considered an extravagance _he will preside at the annual ban- or as = ages direct color photography in this medium. 
at $10, is not dressed for a party, but is in her lingerie. quet this evening. R. R. Donnelley & Sons Company, Chicago, did the work. 


COME AND GET YOUR FIGHT DUCATS, BOYS 


FISH-NET SWIM SUIT TAKES TO THE BOARDS 


: In its meshes ++ - there's allurel Ata 
SerISHNET > *> 
BESWIM SUIT £7 


A BREATH-TAKING CREATION 
FOR AMERICA'S SMART WOMEN 


“t 


A DEALER IN YOUR NEIGHBORHOOD ae Charles W. Pritzker, left, Gillette advertising manager, Col. John = * 


Reed Kilpatrick and Madison Square Garden officials gather..to 
This design for fish-net swim suits is currently appearing from Philadelphia to Boston on 24-sheets, painted exchange $10,000 for Baer-Braddock fight tickets being given’ as 


boards, three-sheets, and car, bus and station cards and posters. (Story on Page 20.) | prizes in the Gillette contest which just ended. (Story on Page 38.) 
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ARTICLES 


ERNEST HEMINGWAY 
EZRA POUND 

E. E. CUMMINGS 
FORD MADOX FORD 
ALFRED KREYMBORG 
W. BERAN WOLFE, M.D. 
FREEMAN GOSDEN 
BAYNARD H. KENDRICK 
MAJ. HOWARD S. REED 
PAUL W. KEARNEY 
JOHN GUNTHER 
LAWTON MACKALL 
HARRY SALPETER 


FICTION 


THOMAS WOLFE 
OLIVER LA FARGE 
MANUEL KOMROFF 
L.A. G. STRONG 
MICHAEL FESSIER 
a eee YEFIM SOSULIA 
A short short story . Gee HERMANN B. DEUTSCH 
a Os A CHARLES RAWLINGS 
" . h . 4 io a JOSEPH E. McDOUGALL 
or six m ' , 2a Se a 
onths in a row. from Bb ck vie POETRY 


January through June. Esquire has 4 4 : - St . CONRAD AIKEN 


been sold out within ten days after : Vex: S : . SATIRE 
ee. bt kes JOSEPH SCHRANK 
the appearance of each issue on the & ee WALTER BROOKS 


newsstands, being unable to fill 5 d " 3 : penal a 


reorders from news dealers and ze j Ba ‘ ° SPORTS 
requests for current issues from p #, 5 , ; A gy 
zz Bet ae ROBT. O. FOOTE 

| a ‘ JAMES W. POLING 
Esquire’s net paid circulation now exceeds 230,000 d 3 4 Fi: . DE PA RT M ENTS 

ys a Oa GILBERT SELDES 
BURTON RASCOE 
SIGMUND SPAETH 
JOHN V. A. WEAVER 
FRANK BLACK 


MEYER LEVIN 
A. de SAKHNOFFSKY 


CARTOONS 


JOHN GROTH 

E. SIMMS CAMPBELL 
R. VAN BUREN 
GILBERT BUNDY 
D. McKAY 
HOWARD BAER 
RODNEY de SARRO 
PAUL WEBB 
GEORGE PETTY 
ROY NELSON 
GEORGE LICHTY 
ROLAND COE 
ABNER DEAN 
SAM BERMAN 


(COVER) 


PRICE FIFTY CENTS INDEX ON PAGE 11 


IN CANADA FIFTY-FIVE CENTS 


new subseribers. 
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